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For Fast, Low-Cost Collections --- 

















° a| | OW that we've 
Remind You-- |j) _ poate wr pec 
won’t you send 
us a check— 
please? 


Thank You! 


that this account 
has probably been 
overlooked and 
we'll appreciate 
your remittance. 


Thank You! 
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for this past due 

account will be 

appreciated. 

We'll be watch- 
ing for it! 

Many Thanks! 





Its so Easy~ 


to overlook these 
things. Let us 
have your remit- 
tance now—and we 
can both forget it! 
Thank You! 
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No. 5 


Use the N.R.C.A. Collection Sticker Series - - 


Effective - - Inoffensive -- Economical for Quick Follow-Up 





For better, quicker collections in 1934—+try starting the 
collection process earlier. Get the jump on collections! 
Don’t wait until an account is months overdue—start early! 

Use National Collection Stickers as a series. Long before 
you could send a letter requesting payment, you can send a 
statement with the No. 1 Sticker as a reminder and—ten 
days later another statement with Sticker No. 2 and so on. 
You'll find the cost surprisingly small—results gratifyingly 
large! 


Printed in Two Tones of Blue. Exact Size Shown Above. 
$2.00 Per Thousand. Order From Your Credit Bureau. 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 Olive St. St. Louis, Mo. 
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YOU NEED 
This New Book 


“Proven Plans to Speed Collections 


and 
Timely Tips to Trim Office 
Overhead” 


Copyright, 19338 


HIS book is from the pen of a man who has spent 

over twenty years in the study and practice of the 
art of collecting money and retaining the good will and 
patronage of those from whom he collected. 


In this book will be found: 


288 successful collection ideas, plans and letters. 

470 collection paragraphs in a unique letter book ed 
according to appeals to different emotions, Classified 
and numbered for convenient use, including— 

204 effective ways to close your collection letter for ac- 


tion. 
147 attention-getting opening paragraphs for collection 


etters. 
119 miscellaneous collection paragraphs classified accord- 
ing to appeals to pride, fear, sense of fairness, etc. 
51 tracing tricks and schemes to locate the debtor who 


moves. 

42 time and labor saving office short cuts and postage 
saving ideas. 

25 specific ways to cut bad check losses and points to 
watch in cashing checks. 

10 ways to use the telephone to improve collections. 

4 ways to locate debtor’s place of employment. 

The most successful plan of a Texas collection expert in 
collecting from farmers. 

How to get your money on defective remittances and bad 


ecks. 

How a Dallas collection expert collected a six-year-old 
judgment in Texas where wages cannot be sheed, 
from a debtor with no property, who carried his bank 
account in another city under his wife’s name. 

A plan used by one merchant to educate his customers 
to pay by the 10th. 

A letter that asked only for a date but brought back 
checks in all but one case. 

A scheme that collected 50 per cent of a big list of small 
publisher’s accounts and made the debtor smile as he 


paid. 

A clever stunt in following up broken promises that 
brought in 80 per cent returns within five days. 

A ay up collections 75 per cent on accounts 
under .00. 

A plan that enabled a dentist to collect 98 per cent of his 
accounts over a period of ten years. 

A simple plan that enabled a wholesale credit man to 
reduce his bad debt losses to less than 1/15 of 1 per 
cent over a period of seven years. 


This is really more than a book. It is a working kit 
for the credit man, the merchant, the professional man 
or anyone who has anything to do with collections. 


You also get a letter and paragraph book with definite 
and specific instructions on how to use it as well as a 
generous supply of blank pages to enable you to add 
your collection letters and paragraphs and tie this right 
in with your own business. 


Handsomely bound inj serviceable black, imitation 
leather (loose leaf), size 9x11 inches, it is a most 
unique portfolio—a veritable treasure book of PROVEN 
PLANS TO SPEED COLLECTIONS AND TIMELY 
TIPS TO TRIM OFFICE OVERHEAD. 


The price ety set for this was $15.00 but to 
make it available to a larger number, it may now be 
purchased for the unbelievably low price of 


$5.00 


ARTHUR P. LOVETT 
4455 PENN STREET KANSAS CITY, MO. 












EDITORIAL 


COMMENT 


D. J. WOODLOCK 


Let’s All Be Builders! 
I editor needed a front cover for this issue 


of The Crepir Wortp. He selected a sen- 

tence from President Roosevelt’s recent ad- 
dress to Congress and artist Frank Nuderscher 
drew a picture. We might have searched the 
world over and not found a combination of words 
and picture with more timely meaning for the 
credit executive. 

A year ago when our President took over the 
leadership of the nation he viewed the wreckage 
of our financial structure—a tangled mass of un- 
wise and uncontrolled credit extension, worthless 
bonds, inflated stocks and pyramided investments 
—but without hesitation he began building. 

Piece by piece the wreckage was cleared away. 
Some was salvaged, the tottering walls of our 
banking system were strengthened, confidence was 
restored and slowly but surely out of the ruins of 
the past there is arising “a new structure, de- 
signed better to meet the present problems of 
modern civilization.” 

Credit must again play a most important part in 
this structure, but it must be sound and regulated 
credit, so as to insure permanent stability. 

The National Retail Credit Association is build- 
ing with the President. Twenty years ago we laid 
the cornerstone of sound consumer credit by organ- 
izing the National Retail Credit Association and 
year in and year out have devoted our efforts to 
preaching that credit can be sound only when the 
proper investigation is made of all applicants 
through a responsible rating bureau, when retail- 
ers cease to use credit terms as a competitive selling 
feature, when all merchants cooperate whole- 
heartedly in eliminating the undesirable, insist 
upon prompt payments, and do not oversell their 
customers beyond their ability to pay. 


We have affiliated over twelve hundred credit 
bureaus—with sixty million records in their files 
—in our Service Department, for the purpose of 
safeguarding consumer credit. 

We have organized credit associations in hun- 
dreds of local communities and sponsored com- 
munity credit policies in these places. We have 
promoted credit studies, research and educational 
features, in order to thoroughly train credit man- 
agers in sound ethics. 

We have caused to be enacted, legislation for 
the protection of the credit granter. 





We have, by constant publicity, brought home 
to the public the sacredness of credit and the neces- 
sity of paying promptly. 

And we are certain our efforts had much to do 
with the general soundness of consumer credit as 
compared with financial and banking credit. 

This is an opportune time to invite every re- 
tailer and professional man who extends credit to 
the consumer to join in the work of building the 
new commercial structure. What a wonderful 
stabilizing force we would be with 50,000 mem- 
bers—what an aid to our President in his great 
task—what a help to ourselves, our communities 
and our nation! 

Each member of the National Retail Credit 
Association can be a builder by inviting nonmem- 
bers to join. Ours is one trade organization which 
should show an upward trend even in these times, 
because of the necessity of safeguarding credit. 


It's Your Opportunity — 
Will You Make the Most of It? 


OR twenty years the Editor of The Crepit 
F vous has glorified the position of credit 

manager as one of the most important in our 
commercial scheme—a profession if you please— 
a position of dignity, trust and responsibility, a 
promoter of good will and profits. 

Much progress was made in getting this idea 
over to the store owner but we fear much of our 
effort was wasted on those who should be the most 
interested—the credit managers. So few there are 
who have, by the application of credit knowledge 
and aggressive personality, taken their places at 
the council tables of store executives. 

It is possible the lack of recognition of the credit 
manager is due to the short-sightedness of the 
merchant but it is more likely due to the “shrink- 
ing violet” attitude of the credit manager, who 1s 
content to remain an order-stamper or glorified 
bookkeeper because he has no time to visualize the 
opportunities of a credit executive. 

For two years business men, economists and 
government statisticians have united in praise of 
the soundness of consumer credit when all other 
forms of credit were crumbling. They indicated 
that this was made possible by a comprehensive 
and intelligent administration of credit extension 
by retail credit managers. 


The CREDIT WORLD 
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Surely this should be an inspiration to all credit 
men and women to get out of the rut, shed detail 


and apply their knowledge, personality and busi- 


ness acumen to making the credit department a 
most profitable feature of the business with which 
they are connected. We are living in a new era. 
Sales volume is necessary, yet credit must be sound 
and collections prompt. We must promote new 
business and hold old customers. It requires an 
executive of exceptional ability to successfully 
handle the job and this is an opportunity for every 
credit manager. 

Never in the history of retailing was there more 
need for intelligent credit promotion. Never were 
store owners more willing to recognize the credit 
department as a producing feature and not an ex- 
pense item. 

Credit Men—and Credit Women 
make the most of it? 


—will you 


Community Credit Policy Becoming 
Universal 


NLY a few years ago we were told it was 

a Utopian dream to expect retailers to 

unite on a credit policy for the promotion 

of sound credit in their communities. Retailing 

was considered so highly competitive that coopera- 

tion on any feature of it was impossible, but an 

analysis of losses of the past (and a study of the 

reasons for them) has caused independence to give 

way to interdependence, cutthroat competition to 

intelligent cooperation, swapping dollars to mak- 
ing a profit. 

Within the past three months retail merchants’ 
associations in city after city have adopted a Com- 
munity Credit Policy based upon the suggestions 
of the National Credit Executives Council of the 
National Retail Credit Association. Standard 
terms, uniform billing dates, prompt collections, 
carrying charge for delinquent accounts, are fea- 
tures of these Community Credit Policies. 

In many communities all retailers endorsed the 
policy. In some places certain groups or trade 
lines still clinging to practices of the past refused 
to subscribe to the new policy, but with the leading 
stores showing the way and increasing their busi- 
ness as well as profits, these are gradually falling 
in line and even where they fail to subscribe, we 
find they have unconsciously become more “sound- 
credit minded” and eliminated many unwise prac- 
tices of the past. 


After all, continued preaching of the truth wins 
out and all signs point to more stable and ethical 
credit practices among retailers and the National 
Retail Credit Association can claim the credit for 
bringing this about. 
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What Do We Owe Our Profession? 
A PROFESSION is just what the individ- 


uals comprising its membership make it! 

The medical, legal, dental and teaching 
professions are outstanding because of the pride 
their members take in upholding the dignity and 
ethics of each group. 

What about the credit executive? We some- 
times feel that in the rush and turmoil of business 
the credit manager overlooks the necessity of 
building his profession by encouraging all engaged 
in retail credit work to become members of the 
National Retail Credit Association, which pro- 
motes uniformity of action, ethical practice and 
increased activity—by welding credit granters 
throughout the length and breadth of the land 
into one solid chain. 


We are proud of our church affiliation, our 
lodge membership, our political party, and we do 
all we can to promote increased membership in 
each but—we neglect the organization which 
makes our “jobs” more important and which is a 
great help in our business life. 


The National Retail Credit Association has lost 
membership this year and a general membership 
campaign is not advisable because of business con- 
ditions. We must depend upon our present mem- 
bers to bring in new members. It’s the personal 
contact that counts and each member certainly 
knows ten prospects. Let’s do a little work for 
the good of the profession and each secure at least 
one new member during February. 


“Time and Tide (and Credit Customers) 
Wait for No Man” 


E SOMETIMES feel the old proverb, “Time 
W and Tide Wait for No Man” should be 

changed to read ‘““Time, Tide and Credit Cus- 
tomers—.”” When a customer applies for a credit account 
at a retail store, he expects immediate action, even though 
he may be entirely unknown in the community. Of course 
this is unreasonable, but in promoting good will for our 


stores we must do all we can to give prompt service. 
Securing all possible information from the customer 
and promptly passing it on to the credit bureau is a great 
help. 
Answering without delay inquiries from the credit 
bureau about your customers is an important feature, as 
some member is waiting for that information. 


The Credit Bureau of Greater New York reports 
checking 2,500 references on January 23 as being returned 
within 48 hours. 
the service to the customer! 


This is the cooperation which speeds 

















Credit Problems and Credit Policies 


In Relation to the Recovery Program 


By JOSEPH H. ZELCH 
Credit Manager, Gimbel Brothers, Inc., New York City 


Session) New York City, January 17, 1934 


“" Address Before the Controllers’ Congress (Technical 


HE subject “Credit Problems and Credit Policies in 
Connection With the Recovery Program” may be 
I think that there 
are two outstanding features that should be corrected for 


approached from many angles. 


the benefit of both the store and the credit manager. The 
function of selling merchandise on credit is as equally 
important as is the function of buying and selling mer- 
chandise, because no profit is realized by the house until 
the accounts are collected and the money in the bank. 
There must be the most cordial and harmonious rela- 
tion or understanding prevailing between the credit man- 
He should participate in all plans 
or activities of the store in order that he may be thor- 


ager and his superior. 


oughly familiar with all of the store policies and assist to 
the utmost in all sales promotion. 

On the other hand, he should do everything possible 
to bring his office equipment and physical operation or 
procedure up to the minute that the store may have the 
fastest and most dependable service at the least expense 
consistent with reasonable safety or protection against loss 
and thus be prepared for any promotion or development 
that may be presented. 

If I were the owner of a department store, I would 
insist upon the credit manager devoting sufficient time 
each year to making surveys at home and in other cities in 
order to assure ourselves that either we were doing our 
job in the most efficient manner or what we should plan 
in the way of improvements. 

This is an age of short cuts for efficiency. An out- 
standing example: Three years ago we combined a num- 
ber of records into one and greatly improved our service 
besides securing data we never had before. We discarded 
index fixtures and cabinets and found the old equipment 
had a greater salvage value than the new record cost us! 

I refer to what we term, for the lack of a better name, 
our “Collection Record.” It is a loose-leaf visible book 
record of each customer’s monthly bills and payments ar- 
ranged in an alphabetical order that serves also as our— 

—Master Index 

—Refer Authorizers’ Index 

—Collection Record—shows all collection notices sent 

out and all payments or promises made by customer 
—Special Instructions or restrictions governing the ac- 

count 
—Inactive Account List for solicitation purposes 
—Credit Information Summary for each account. 


Each store has its own problems. In our store, tubes 
are used for charges only, and we had our authorization 
room four floors away. We have recently brought all 
charge authorizers from the tube room to the General 
Credit Office and this has given us a more compact organ- 
ization and has speeded service considerably because of 
better supervision. 

We use pneumatic tubes and this change was effected 
by installing automatic deflectors which switch the car- 
riers to special lines direct to the Credit Office. During 
peak periods when carriers accumulate on the work table 
other Credit Office employees can be called for a few 
minutes until the rush is over—something that cannot be 
done when the desk is located in a remote tube room. 

I mention this record because we have found it to be 
a great aid in following our collections, and | think that 
generally collections are going to be a very important 
factor in retailing because as prices go higher the actual 
value of the dollar invested in Accounts Receivable goes 





—Courtesy Lamson Company 


“We use pneumatic tubes and this change was effected 
by installing automatic deflectors.” 


lower. At a recent meeting of credit men it was decided 
that, in view of this fact, collections should be followed 
closely and long-time contracts should not be encouraged. 
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The practice of selling furs in August was discussed 
and the consensus of opinion was decidedly unfavorable 
because of the large percentage of cancellations from cus- 
tomers who change their minds before delivery date. 
Competition in terms was also condemned—the stores are 
merchants not bankers, and they should sell merchandise 
and not enter into wild competition of terms. 

In order to have all divisions of his office under proper 
control at all times the Credit Manager should have on 
his desk—every noon—a record of the previous day’s 
transactions, also an accumulation for the month and 
comparisons for the same day and month last year. These 
figures should show: 

Number of new accounts received, number approved, 
not approved and pending. 

An itemized list of all new accounts pending three 
days or over. 

A similar list of all charges held over—and the reason. 

Amount of collections on monthly accounts. 

Daily collection percentage against outstanding. 

Number and description of dunning efforts made by 
Collection Department. 

Number of sales items handled. 

Amount of sales. 

If a “Draw-Back System” is used—the number and 
value of sales held up. 

Released or failed to stop. 

Number and amount of error charges and of fraud 
charges. 

For a Deferred Payment Department, I would suggest 
a Daily and Accumulative Report that shows the major 
merchandise divisions or controls broken down to indi- 
cate the— 

Number of new accounts received. 

Accepted—not approved and those on hand. 

Of those accepted—show the amount of sale (By con- 
trols). 

Amount of down payments. 

Percentage of down payments. 

Allowances (if any). 

Average term of contract. 

Collections (By controls). 

Amount of down payments. 

Amount of monthly payments. 

Amount collected by attorney. 

Amount collected on suspense accounts. 

Amount collected on P. & L. accounts. 

Amount of total collections. 

Repossessions (By controls) : 

Number of repossessed. 

Original sale price. 

Unpaid balance. 
Also a memo of any repossession of items previously 


charged to P. & L. 

All of these items should show the daily figures— 
accumulation for the “month to date” together with com- 
parative figures for the same day and month last year. 
This data should be carried in monthly totals to an an- 
nual record. 
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In addition to these figures the credit manager should 
have a weekly and monthly record of number of persons 
employed—amount of pay roll—cost of credit service— 
collection fees, etc. 


Store Warnings 
In the past we have had great difficulty in quickly 
broadcasting throughout the store warnings against im- 


postors—or customers who were overbuying. We now 
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Addressographed Store Warnings 


can warn 135 stations scattered over the store within a 
half hour. We have the Addressograph Department set 
up a plate with name, address, and a brief warning and 
instructions where to phone, and imprint this data on 
perforated strips of gummed paper of various colors. 
These are then given to the Protection Manager who 
has the proper number left with each floor manager who 
in turn immediately distributes them to his section men 
to paste in alphabetically indexed memo books and relay 
an appropriate warning to the employees under their 
It is very simple, fast and effective. 
Collection procedure is largely determined by house 
policy. When the restrictions placed on an applicant are 
high and ultra-conservative the collection effort may and 
should start much later after billing than where a very 
liberal or a free and easy policy governs the opening of 


supervision. 











Right here is where you establish the 
profit or loss the house will have to bear. 


monthly accounts. 


For a great percentage of charge accounts a highly 
personalized and individually dictated collection letter is 
not necessary and frequently it only slows up the efficiency 
of the collection department and creates a high pay roll 
cost. Carefully prepared cards respectfully reminding 
the customer that he has overlooked or failed to send his 
check for merchandise delivered or services rendered some 
time prior have caused no offence and have produced 
very satisfactory returns at a low cost. 

I know of a credit department that sends a dictated 
letter only on very rare occasions—except when making 
reply to a customer’s communication. A short, carefully 
prepared message is printed with provision for noting the 
amount in arrears and on the reverse side of the card are 
faint lines for customer’s name and address. This is 
mailed in a sealed open-faced envelope. 

The credit department is a producer of increased vol- 
It has at heart the best 
interests of the whole store not only an individual depart- 


ume and also of new business. 


ment. When it enjoys the confidence of buyers and mer- 
chandise managers and knows of plans in advance, it can 
enter into promotions with an interest and enthusiasm 
not otherwise possible. 

It should be permitted to conduct and be aided in cam- 
paigns to revive inactive accounts and to secure new ac- 
counts because after all, charge business is the most de- 
pendable! The customer with a charge account in good 
standing is more likely to trade with that merchant than 
is a customer who has cash in his pocket but is unknown 
and does not favor any particular store. 

It would surprise many owners to know how often 
customers with involved personal affairs come to the 
Credit Department for advice or assistance covering any 
thing from a bill adjustment—a complaint against an- 
other store—or for carfare to get home after having lost 
his purse—to the pooling of his income and his indebted 
ness in order that he may proceed with his business o1 
employment with a clear heart and mind undisturbed 
by the fear of what some insistent or aggressive creditor 
might do to him directly or through his employtr (by 
means of an attachment on wages) and with the satis- 
faction of knowing that he is doing the best that can be 
done for those who have accommodated him. 

An outline covering the Pooling Plan as operated by the 
Associated Retail Credit Men of New York City through 
their Adjustment Bureau is submitted by courtesy of 
A. B. Buckeridge, Executive Manager: 


In regard to the “Pooling Plan,” the arrangement is 
that when a store finds a debtor who owes a delinquent 
account (and he knows that bills are owing to a num- 
ber of other stores) the credit man explains to the debtor 
that by going to the Bureau he can centralize all of his 
accounts in one place. 

When the debtor arrives at the Bureau he is in one 
of two classes. 

The first class is composed of those debtors who do 
not have any income and consequently are unable to make 
any definite arrangement as to payments on their ac- 





counts. In such an event we explain the debtor’s circum- 
stances to his creditors, advising them that they need not 
expect any money until the debtor finds employment. If 
after a few months no payments are forthcoming we 
advise the creditors that we are referring the accounts 
back to them. 

The second class is where the debtor formerly had a 
good record but through sickness or unemployment or 
financial reverses went through a period where his income 
was curtailed or cut off entirely. He now has a job but 
the amount of his bills is so large that it will take from 
six months to a year or more to pay. 

In such an event we go over the man’s expenses, find 
out how much he needs for food, shelter and clothing, 
and arrange to have the balance paid to the Bureau either 
weekly, twice a month, or monthly. 

The average cost of handling Pooling Plan accounts is 
10 per cent and at this time we put it up to the debtor 
and ask whether he wants to pay part or all of the cost 
of handling the Pooling Plan. 

In many cases the debtor wishes to pay all the ex- 
pense and in other cases he pays part and we deduct the 
balance to make the 10 per cent from the payments we 
send to the creditors. In some cases the man owes so 
many bills and pays such small amounts that 10 per cent 
is deducted entirely from the sums sent to the creditors. 

The debtor’s credit card is then marked so that he will 
be unable to open any new accounts or secure any new 
credit without the store granting the credit knowing his 
condition and making the proper arrangements to have 
the account paid promptly. It is an exception where a 
man in a Pooling Plan asks for additional credit. 

We then notify the stores of the man’s condition, the 
amount he owes all creditors and ask them to join in the 
plan and to advise us the correct amount owing to them. 
It is very rarely that a firm refuses to cooperate. 

Then, each month or as sufficient money accumulates, 
we prorate the money among the creditors according to 
their claims to the total owing. If the debtor misses a 
payment we call him up just the same as if we had the 
account for collection. 

In by far the majority of cases the Pooling Plan works 
out very successfully, the creditors are paid in full and 
the debtor regains the good credit standing that he had 
prior to the financial embarrassment and, almost without 
exception, when other accounts are opened they are paid 
very promptly. 

I am firmly convinced that once the people of the coun- 
try know that the Bureaus are willing to give such a 
service there will be a great increase in the number of 
applications for the Pooling Plan and that it will be a 
very important feature of the “New Deal” and the re- 
habilitation of credit records impaired by the depression. 


Collections 


Based upon the store policy, all accounts when unust- 
ally delinquent should be segregated from the others and 
carried under a Suspense or other control and thus be 
under continuous scrutiny and handled as conditions wat 
rant. Recently there has been a general tightening o 
collection practice. 

Some of the houses that formerly sent the first collec- 
tion reminder in ninety days now start at seventy-five 
days. Others that waited sixty days now delay only 
forty-five days unless there may be special circumstances 
that warrant further indulgence and no loss of custome 
is reported because of the change. 

(Continued on page 32.) 
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MANAGEMENT 
FOR HOUSEHOLDS 


a helpful booklet in budget- 
ing the family income, 
leading to the happiness of 
financial security, is offered 
without charge to your 
employees and customers. 
Mail or telephone their 
names to our nearest office. 


OFFICES IN 96 CITIES 


Illinois 

Alton 

Aurora 
Bloomington 
Champaign 
Chicago 
Cicero 
Decatur 
Freeport 
Galesburg 

oliet 

Moline 
Oak Park 
Peoria 
Rockford 
Springfield 
Waukegan 


Indiana 
East Chicago 
Evansville 
Gary 
Hammond 
Indianapolis 
Michigan City 
South Bend 


Iowa 
Davenport 
Des Moines 


Maryland 


Baltimore 


Massachusetts 
Boston 

Springfield 

Worcester 


Michigan 
Battle Creek 
Detroit 
Flint 
Grand Rapids 
Highland Park 

ackson 
alamazoo 
Lansing 
Muskegon 
Port Huron 
Saginaw 


Missouri 
Kansas City 
St. Joseph 
St. Louis 


_New Jersey 
Camden 
Jersey City 
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Newark 
Paterson 
Trenton 


New York 
Albany 
Binghamton 
Brooklyn 
Buffalo 
Flushing 

ordham 
Hempstead 
Jamaica 

New York 
Niagara Falls 
Rochester 
Syracuse 
Utica 


Ohio 
Canton 
Cincinnati 


Columbus 


Pennsylvania 
Allentown 
Altoona 
Chester 
Easton 
Erie 
Johnstown 
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McKeesport 
New Castle 
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Pittsburgh 
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Scranton 
Wilkes-Barre 
York 
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Pawtucket 
Providence 


Wisconsin 
Appleton 
Beloit 
Eau Claire 
Fond du Lac 


Green Bay 


Milwaukee 
Oshkosh 
Racine 
Sheboygan 
Superior 
Wausau 









W hy must your 


customers and employees pay more for 


Family Loans 


than you pay for 


Bank Loans 


IRST, we are not bankers and do not accept deposits. We must 
borrow money at banking interest to be re-loaned in small 
amounts, an average of only $178 per customer. 


Our customers have no negotiable collateral to offer for these loans. 
The borrowers have no audited statements of their financial affairs. 
It costs money and takes experience to appraise assets and character 
—the ability and willingness to repay. 

Household loans must be collected in small monthly installments 
over a period of 20 months: an expensive operation. 


The maximum rate which may be charged by family finance organi- 
zations is regulated by state law. Though hardly another competitive 
business is told what its markup may be, regulation of small loans, 
intelligent regulation is undoubtedly a good thing. Frequently, how- 
ever, uninformed legislators and political interests and demagogs 
bring the oppression of unintelligent regulation. 


Competition between family finance companies is severe. Obvi- 
ously each company would offer a lower rate than its competitor 
were it possible without losing money. 

This corporation provides the consumer with a needed source of 
cash to meet his emergencies and opportunities . . . cash at the lowest 
possible cost consistent with sound business policy. 


Business men know a retail price must cover operation costs and a 
reasonable profit. Efficiencies never can reduce retail prices to the 
level of wholesale prices. However, when methods are devised which 
permit renting the use of money to families at rates lower than 214 to 
34%4% a month on unpaid balances now charged, Household will be 
found using these methods. 

Seventy-seven per cent of the urban population of the United States lives in 
territory where personal finance agencies are provided under the Uniform 
Small Loan Law. Of the fifty cities east of the Mississippi having a population 


of more than 100,000, only Washington, D. C., Birmingham, Ala., and Louis- 
ville, Ky.are deprived of personal finance service by inadequate legal provisions. 


HOUSEHOLD 


FINANCE CORPORATION 


Headquarters: Palmolive Building, Chicago, Illinois 





CHOSE this subject for discussion tonight because I 

have found such a very wide difference in opinions 

and practices in effect in the stores of this city. Now, 
let us see just what is “Profit and Loss,” and where did 
it originate? Everyone who is familiar with better ac- 
counting will agree that double entry bookkeeping is the 
recognized standard of accountancy. 

One of the outstanding principles of this system causes 
a balance sheet to be drawn off at optional periods which 
is called a Profit and Loss Statement. All items of profit 
are credited to the Profit Account, and of course all items 
of expense and losses of any kind are charged to Loss. 
By the simple method of subtraction it is at once appar- 
ent whether the business has made or lost money in the 
given period. 

You will see, therefore, that our subject originated 
with the advent of double entry bookkeeping. 

It is the intent and purpose of this system to show a 
complete and accurate picture of the financial condition 
of the firm and this is most certainly desirable. A very 
large number of businesses of all kinds, from the small 
merchant to the largest corporations, have their books 
audited at stated periods by certified public accountants 
This is absolutely neces- 
sary if they are to seek bank loans and many wholesale 
houses require it if credit is to be extended in large 


to verify that they are correct. 


amounts, 


I have said that your books and your Profit and Loss 
Statement should show a true and correct financial pic- 
ture of your firm; but do they? In many cases they do 
and in very many others they do not. 

If your firm follows the rules of sound business prac- 
tice it will charge off to Profit and Loss, without hesita- 
tion, all items of a doubtful nature just as soon as they 
become apparent. 
books give a true picture of whether you are showing a 
Profit or a Loss. It is a recognized principle of sound 
banking that losses be charged off to Profit and Loss just 
as soon as they become apparent, and bank examiners are 
especially charged to see that this is done. 


Only through such practice will your 


The bank or business house that follows this course is 
the one that is the last to get into financial difficulties, 
for they know at all times just where they stand. 


If these statements be true then you will wonder as 


When Should an Account Be 
Charged to Profit and Loss? 


By H. J. BURRIS 
Manager, Monthly Account Dept., John Taylor Dry Goods Co., 
Kansas City, Mo. 


Extracts from a Recent Address Before the 
“Credit Analysis Club” of Kansas City 


I do, just why any credit manager or merchant will fail 
to rigidly live up to safe and sound accounting practices. 








I can frankly say I cannot answer this question myself. 
You may assume as many do, that if a firm’s books are 
regularly audited by certified public accountants that they 
are correct. They are to a certain extent but—if the 
audit does not include the complete aging of accounts 
and the auditors’ report does not certify that all accounts 
of a doubtful character have been charged off to Profit 
and Loss, then you certainly do not have a real picture 
of the financial condition of the firm. 

You may ask: When is an account doubtful and when 
should it be charged to Profit and Loss? I believe I am 
following very nearly the ideas of most public accountants 
when I outline a few classifications for charge-offs: 


1. All accounts not showing a payment in. the preced- 
ing six months. Even this is not inflexible for if a 
balance owing is being reduced only by small payments 
at irregular intervals, it certainly should be taken out as 
a good asset. 

2. All balances owing by missing debtors of six months’ 
standing. 

3. All items in dispute upon which no agreement can 
be reached. 

4. All accounts which are in the hands of attorneys 
for collection (or have been) and are still unpaid. 

5. All balances included in a bankruptcy. 


6. All balances owing by those who are out of employ- 
ment at this time. 

7. All fraudulent purchases which have accumulated 
since your last charge-off. 


8. All bad checks taken in any manner in the Credit 
Department. 


There may be other reasons I have not mentioned, but 
if all doubtful accounts of whatever nature are charged 
off then you have nothing to worry about, for you know 
that your accounts receivable are pretty nearly worth one 
hundred cents on the dollar. 

Where there is a credit manager in charge it is his ot 
her plain duty to carefully make up the list to be charged 
to Profit and Loss and right here is where the backbone 
of the credit manager comes into full play. 

If you haven’t the backbone to charge off balances 
which you know in your own mind are doubtful, then 
you are building your house on the sand—to come 
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tumbling down on you at no far distant date. Losses 
which you know should be charged off, which are car- 
ried over into the business of the New Year will only be 
there to stare you in the face and disturb your sleep in 
the coming year, and the day of reckoning must surely 


By no sound reasoning can any argument be advanced 
which would justify any other course! 

A very recent article written by Mr. Leopold Meyer, 
Past President of the National Retail Credit Association, 
and widely published, has this to say on the subject: 
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Credit and Prompt Payment-- 


Factors in Prosperity 
By FRED S. KRIEGER 


Secretary-Manager, Milwaukee Association of Commerce, 


Milwaukee, Wis. 


Extracts from a Recent Radio Broad- 
poe Over Station WISN (Milwaukee) 


REDIT is the lifeblood of business. It keeps 
industries of the nation at work. It provides em- 
ployment. Credit is the wheel of finance, furnish- 

ing a steady income to workers, to merchants, to manu- 
facturers and back to workers again. 

Many of our economic ills can be traced to curtail- 
ment of credit. The government, sensing the necessity 
for increased credit facilities, is doing everything pos- 
sible to provide credit for industry, agriculture and the 
individual consumer, through the channels of the Recon- 
struction Finance Corporation, the Agricultural Adjust- 
ment Administration, and the Home Owners’ Loan Cor- 
poration. 

The period of greatest prosperity enjoyed by the Amer- 
ican people was during the years when credit was readily 
available. 


Most economists classify credit according to the use to 
which it is put; namely, investment credit, commercial 
credit and consumer credit. 

Loans made to finance additions to fixed capital or 
permanent plant may be defined as investment credit. 
Such loans are evidenced by bonds and other certificates 
of indebtedness which mature over long periods of time. 
Loans on the security of real-estate mortgages might also 
come under this classification. 

Commercial credit includes loans made to finance pro- 
duction and marketing of commodities. “The credit ex- 
tended to the manufacturer and to the retailer against the 
sales of goods he handles are included in this classifica- 
tion. Credit of this sort is usually for comparatively 
short periods. 

Consumer credit may be defined as loans or credits to 
individuals to pay for goods and services bought by them 
in their capacity as consumers. Consumer credit includes 
the usual charge or open accounts credits made by stores 
to their customers, the period of repayment of this class 
of credit being on a monthly basis. Included in this is 
installment credit extended for the purchase of com- 
modities of durability and long life, and also the credit 
for “small loans’? made for the purpose of meeting fam- 
ily or personal obligations. 


Tonight our discussion deals with consumer credit— 


credit extended to you and to me to assist us to pur- 
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chase more than the bare necessities of life—credit that 
brings within our reach many of the finer things in human 
existence—credit that has raised the standard of living 
of the American people to a plane that is the envy of the 
rest of the world. 

Now what is the basis of consumer credit? Credit 
men are chiefly concerned with two fundamental elements 
in credit granting—character and capacity. Moral prin- 
ciples, business practices, and the estimate in which an 
individual is held by the business world constitutes char- 
acter. Character is the very basis of confidence and what 
is credit but confidence—confidence in the customer that 
he will pay within an agreed time. 

While the character element is given considerable em- 
phasis by credit men, it by no means is the determining 
factor in the extension of consumer credit. Besides char- 
acter, credit men look for the other element in credit 
extension—capacity. Capacity is the customer’s ability 
to pay, determined by his earning power. 

A customer of excellent moral character and habits— 
who is the soul of honor and integrity, but who lacks 
capacity to pay because he has no source of income or 
reserve, fails to measure up to the necessary standard for 
the extension of cfedit. Similarly, an individual with 
capacity to pay but devoid of good moral principles fails 
to qualify as a desirable credit risk. 

If you are one of the thousands of individuals who 
have qualified as credit customers, may I discuss with 
you for a few minutes your charge account? While credit 
has been used in the wholesale and manufacturing fields 
for years, it has been a comparatively new venture in the 
retail branch of business. 

“The use of credit in retailing was found to be 4 
great service and has become an accepted method of trans 
acting business. However, while this service greatly it 
creased business, it was found to be costly as well. Many 
things had to be learned and merchants paid dearly for 
the early training of this new baby in the commercial 
world.” 

“One of the things they learned was that while about 
98 per cent of the people are honest and will pay if they 
can, there are many people who are not careful in the 
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management of their affairs, and if they are not guided 
will involve themselves in embarrassing financial diffi- 
culties.” 


“Through credit, merchants had opened a new oppor- 
tunity to people by offering them the privilege of buying 
their needs and luxuries on credit. This privilege was 
not in the nature of a loan, but was intended as a con- 
venience and service to make shopping easier. The time- 
payment sale, formerly limited to a very few lines of 
merchandise, was expanded with the advent of the auto- 
mobile, until almost every class of merchandise and serv- 
ice has been included. This phase of credit has greatly 
increased business and raised the standard of living be- 
yond the fondest dreams of its most ardent exponents. 
Installment credit has brought to people opportunity for 
enjoyment, improvement of living conditions and gen- 
eral advancement which they could not have obtained 
in any other way.” 

“There are those who have criticised installment sell- 
ing and have laid our present economic difficulties at its 
doors, and while it is true that some abuses have crept 
in, the facts are that deferred payment selling has with- 
stood the test and properly managed will materially assist 
in keeping the wheels of industry turning.” 

“One of the abuses of credit is the disregard for credit 
terms. When a customer goes to a store and arranges 
for credit, he agrees to pay on certain definite terms, 
according to the kind of credit he is seeking. The mer- 
chant has confidence in the customer’s willingness and 
capacity to meet the obligations according to the terms. 
The price charged for the merchandise is usually the 


same as that charged the customer who chose to pay - 


cash,” 

Isn’t it fair, therefore, for the merchant to expect the 
If the 
customer does not pay according to agreement the very 
foundation of confidence has been undermined. Someone 
has said, “All the progress of men and nations is based 
upon the sacredness of contract.”” Customers who fail 
to pay according to agreement are not performing their 
part of a contract. 


customer to pay according to the agreement? 


Charge customers have a very definite part in the 
economic program of our country. The commercial prog- 
ress of the country depends upon the circulation of money. 
If it is frozen in unpaid bills, it cannot flow into the chan- 
nels of commerce and thus stagnates industrial activity. 


If we obligate ourselves within our means and pay 
promptly when due, we have created a priceless asset. 
Credit is a privilege—a sacred trust and merchants gladly 
extend this privilege to those who prove worthy of it— 
Those who abuse 
that privilege hamper the merchant, the manufacturer 
and the producer in turn, by withholding funds right- 
fully theirs and necessary to the continuance of their busi- 
nesses. 


who meet their obligations promptly. 


This practice on the part of customers injures 
their credit records. 


However, there are thousands whose credit records 
have been affected through no willful neglect on their 
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part. If you are one of those honest customers, who 
had become financially involved because of economic con- 
ditions and not because of extravagance or poor manage- 
ment, there is an opportunity to rebuild your credit 
standing through participation in a plan sponsored and 
operated by the Credit Bureau of the Milwaukee Asso- 
ciation of Commerce. This plan, known as the Pooled 
Accounts Plan, provides an easy way to get out of debt 
and to protect your credit record. 

If you sincerely want to get out of debt and if you 
are willing to work your way out by paying off what you 
can each month, the Pooled Accounts Plan is your solu- 
tion. This plan will put all of your obligations in one 
place to be paid off regularly and systematically in the 
You will not be 
molested by creditors, you will not be endangered by 


way that is most: convenient to you. 


garnishment, attachment or other legal action. 

Through the “pool” your creditors agree to pool their 
accounts to the Credit Bureau as trustee and the Bureau, 
in turn, arranges to divide each month among them the 
difference between your income and your current ex- 
penses. 

If you wish to protect your credit and you are one of 
the customers in this unfortunate class, you are welcome 
to call at the Association headquarters where the plan 
will be courteously explained to you and every consistent 
effort made to help you. The plan has the endorsement 
of employers, creditors, civic leaders and the courts and 
is in keeping with the policy of the Administration to as- 
sist those worthy of help. 


» » » 


A Dean of the Credit Profession 


A. C. Pearsons, Secretary and Credit Manager of 
French & Bassett Company, Duluth, Minnesota, has been 

















A. C. Pearsons 


a member of the National Retail Credit Association since 
its organization in 1912. He is a Past Director of the Na- 
tional Association and Past President of the Duluth Local 


Association. 









NE of the most important functions of the credit 
department is cooperation with the sales depart- 
ments. I realize that the word “cooperation”’ is 

probably one of the most misused words in the dictionary. 
Those who have a concrete knowledge of what coopera- 
tion means are fully aware that it is not merely an idle 
phrase. The dictionary definition of cooperation is: “To 
work together for a common object, and that of coopera- 
tion is joint action, and profit sharing.” 

Many times the credit department is not considered as 
a profit-producing department, but if it is not a profit- 
producing department, why is it that the accounts not 
collected by the credit department, although they may 
have been passed on by that department, are considered 
a loss? If losses are possible, profits should be! 

Cooperation can be obtained to best advantage in three 
ways: (1) by conferences of the general manager, mer- 
chandise manager and other store executives with the 
credit manager; (2) by the credit manager coming in 
contact with other executives, either person to person, or 
better yet, in talks delivered to department heads and 
floor managers; (3) and last but not least, by addressing 
the employees of the organization and, wherever possible, 
knowing them personally. 

There is no doubt that by these three methods, results 
can be obtained by the credit manager, which would be 
absolutely impossible otherwise. In talking to the sales- 
people it is essential that the credit manager point out 
that his duty and his job have as the final motive the 
creation of sales for the store on a profitable basis. 
Everyone connected with an organization has that objec- 
tive, and the smoother the department operates, that much 
more successful will the organization be. 

In talks to the employees the credit manager can be- 
come personally acquainted with the personnel of the 
store and the nature of his executive position be recog- 
nized and he can create good will toward himself and his 
department in that way. Secondly, it will give the em- 
ployees an insight into the fundamentals of credit grant- 
ing and the qualifications necessary for credit and in what 
manner these qualifications are checked, also the use of 
the credit bureau; and let me state right here, in my 
opinion here is an opportunity for credit managers to 
build good credit risks in their own organization, for if 
the employees in every firm or corporation are thoroughly 
instructed and advised in the operation and functions of 






12 


Pulling Together-- 
For Bigger Profits! 


By S. S. BISHOP 


Manager, Department of Accounts, Harzfeld’s, 


Kansas City, Mo. 


the credit bureau, they will be much more careful with 
their own personal credit and it will make someone else’s 
job a little easier. 

Another point in talking to the other employees is that 
the credit department can render better service with the 
cooperation of the salespeople and can teach the sales 
departments how they contribute to better credit service, 
and above all implant thoroughly in the minds of the 
rest of the organization the knowledge that the credit 
department is most anxious to give the utmost in service. 
These talks cannot be prepared on a minute’s notice and 
should be carefully thought out before given because you 
cannot impart information or ideas to others unless you 
have thoroughly mastered them yourself. 

In his daily contacts, the credit manager can very fre- 
quently be the direct cause of a sale being made. Those 
credit managers who live within their four walls, of 
course, cannot be put in that category, but it is a well- 
known fact that many a sale has been made by credit 
managers, both during store hours and out of store hours, 
and there is no reason why the credit manager should 
not continually sell his firm’s merchandise or prod- 
ucts. He should be as interested in the sales career of 
his firm as in his credits and collections, for after all, no 
sales mean no charges; no charges mean no collections, 
so you see it’s a continuous circle. 

The credit manager can also assist materially in in- 
troducing the customers into departments in which they 
have not previously made purchases. In some instances 
this is done through the direct mail department, as is 
done in our own organization, but the alert credit man, 
if such a department is not kept by the organization, can 
very often convert the customer who buys in a certain 
department only, to buying in other departments and 
with consistent effort, well directed, he can introduce 4 
customer in other departments so that eventually the 
entire store will be her shopping ground. 

New charge customers who are introduced to buyers, 
department managers and salespeople, invariably feel 
much more at home in the store than those who have 
to wait until they are on the floor and be more or less 
approached by the salespeople. The credit manager after 
taking a new application has a splendid opportunity to 
introduce the customer throughout the store and create 
a feeling of ease and “at-homeness” on the part of the 
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customer, which will make it much easier in shopping 
as well as create a very kindly feeling toward the store. 

Those stores that have outside collectors can use these 
collectors to excellent advantage in opening new accounts, 
as they are continually in contact with new prospects and 
if these names are turned in to the credit department, 
they can be checked and if satisfactory can be offered 
credit privileges. 

The credit manager who doesn’t follow his firm’s 
advertising carefully and adjust the credit department 
accordingly is not only lacking in common sense but shirk- 
ing his duty. 
has been advertised is of material assistance in the organ- 


From a service standpoint, knowing what 
ization of the department. There is one thing which is 
affected by newspaper ads mostly: it is the authorization 
department, and it is up to the credit manager to see that 
this department is given additional help when the occa- 
sion demands and usually such occasions are developed 
by ads. 

The sales departments can cooperate to a great extent 
Occa- 


sionally it is necessary to keep a customer waiting while 


with the credit department in numerous ways. 


the charge is being authorized and it is during this time 
that the salesperson can thoroughly disgruntle the cus- 
tomer for the delay or with a little ingenuity develop 
another sale, or at least keep the customer in good spirits. 

The easiest thing the credit department can do is to 
just O.K. the charge, but unfortunately all accounts are 
not in such condition that this can readily be done, and 
when there are delays the sales department should real- 


ize that they are unavoidable. Entering into a pleasant © 


conversation with the customer or perhaps the showing of 
additional merchandise will go a long way toward bring- 
ing that customer back into the store in spite of the delay 
in the authorization. 

Also in bringing a customer to the office for a new 
application the salespeople do not realize the hardship 
they work on the person taking the application when 
they do not step back so that the applicant can be properly 
interviewed. It is more difficult to take an application 
from a customer when a salesperson remains within ear- 
shot and it is certainly most embarrassing to all concerned. 

Customers don’t care to air their personal business 
before every employee of the house and they realize that 
the information given to the credit department is kept 
strictly confidential. No matter how well you know a 
customer you never know how or if he pays his bills, 
and we have had instances where salespeople, when the 
interviewer begins to take the application, continually 
state that they know the customer is absolutely all right. 

This makes it very difficult for the interviewer and, 
in Most cases, it is mostly a personal guess on the part of 
the salesperson and it usually prevents the interviewer 
from getting sufficient information from the customer. 
On the other hand, salespeople can be of material assist- 
ance to the credit department by giving them any in- 
formation that they might have on the customer after 
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the customer has left. Many times this information is 
quite valuable in compiling the information on the cus- 
tomer, 

Any change or new idea, such as partial-payment plans 
of the store, should be widely advertised within the store 
as well as any newspaper ads that the management wishes 
to devote to it. It is advisable also that the credit man- 
ager give a series of talks at store meetings and issue 
bulletins explaining the new credit plans in detail to the 
salespeople and explain how the salespeople can use this 
information as a sales aid. 

In those organizations where the salespeople are per- 
mitted to take applications, it is very essential that the 
credit manager give definite instructions in taking the 
application, and although some stores permit quoting of 
terms by their outside salesmen, our organization insists 
that all terms be made with the credit manager or some- 
one duly authorized in that department. We have found 
it to be quite unsatisfactory to permit the salespeople to 
make terms for any special arrangements in payment of 
accounts and those matters, I feel, are best explained to 
the customer by the credit department. 

In selling merchandise, the salespeople sell the product 
first ; if any terms are necessary after that, it is a matter 











for the credit department to settle, but merchandise 
should not be sold with terms as a basis. 

Salespeople can also cooperate with the credit depart- 
ment by either calling the credit manager when a cus- 
tomer makes an unusually high-priced selection, giving 
him an opportunity to get additional information if it is 
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necessary in order to pass an O.K. on a credit of that 
amount. In that way, there will be no delay in obtain- 
ing an -authorization for the customer and the credit 
manager doesn’t just have to take a wild guess and then 
pray for nights, that the account will be paid when due. 
I’m very pleased to say that a great many of our 
salespeople indulge in this tipping-off quite frequently and 
it is very gratifying to be able to O.K. the charge imme- 
diately when the customer has made her selection. A 
good many times, had the salespeople not communicated 
with me in connection with the sale, it would have been 
impossible to pass the charge without delay. 

In conducting a drive for new accounts, in which all 
employees participate, the credit manager again has an 
opportunity to become well acquainted with the other 
employees of the organization, and the success of the con- 
test depends on the cooperation received from the other 
employees, as well as the plans made in order to put the 
contest over. There have been innumerable contest plans 
in which the costs to obtain the accounts were very small 
compared to the sales derived from the campaign. 

During the month of January, we held a campaign in 
our store which was most successful, not only from the 
point of opening new accounts, but also in the cost of 
opening them and the resulting sales. The entire staff 
of employees was divided into groups with a captain for 
each group, and every application passed on by the credit 
department. The person turning in the name received 
25c, and the group captains received $1.00 for every ten 
applications passed. To keep this campaign in high pitch 
during the entire month in which it was conducted, we 
had regular meetings of the captains and they in turn 
had regular meetings with their teams. In that way 
everyone was continually kept after and no laggards de- 
veloped. 

It is necessary that the credit manager conducting a 
campaign of this kind, keep continually on the job as all 
contests must have new ideas to give them driving force 
to put them over. In our campaign, salespeople were 
provided with specially colored application blanks which 
they filled in for the customer and obtained the cus- 
tomer’s signature. Although quite a few were turned 
down, the percentage was not abnormal and we feel sure 
that customers who were requested to leave applications 
and were fully aware that their credit would be turned 
down, refused to leave an application. Those who left them 
in spite of their credit record, which we believe in most 
cases was well known to them, probably had no idea of 
obtaining credit but just took the easiest method for an 
“out” and left the application, but we opened many good 
accounts. 

We have tried the other method of obtaining new ac- 
We found 
that the information as a rule was so inadequate and in- 


counts by salespeople turning in the name. 


complete that it wasn’t possible to obtain enough infor- 


mation to offer them an account. We have never sent 
out blank applications or cards to customers to be filled 
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in as we have always felt that it is much ‘nicer for a 
customer to just receive a letter stating that the account 
had been opened and credit passed on for her conveni- 
ence and all that was necessary was her signature when 
she made her first purchase. 

I cannot stress too much the importance, during a 
campaign for new accounts in which the assistance of 
the floor people has been enlisted, of the credit manager 
daily giving additional verbal incentive to the obtaining 
of applications. This incentive must be given to the 
salespeople in such a way that the solicitation of accounts, 
if they are taking applications on the floor, will not seem 
unduly pressed by the salespeople. 


After all, it is a voluntary action on the part of the 
customer whether she wishes to open an account or not, 
and no store should subject its customers to a request to 
open an account to the extent that it may become offen- 
sive or a nuisance. Again, it is an opportunity for the 
credit manager to so instruct the salespeople in the art 
of taking the applications, so that the customer will not 
feel any undue pressure. 

It would be a good idea, in my opinion, to use the 
circulars which the Credit Association has outlining the 
advantages of a charge account. In this way every sales- 
person will be thoroughly sold on charge accounts, not 
for the reward which will come to her for opening the 
account, but because she really knows the advantages to 
the customer, and the easier it is for people to shop in 
your establishment the more they will purchase. A charge 
customer is your customer while a cash customer is every- 
one’s! 


In giving these instructions to the salespeople, it is 
very important that the credit manager himself be thor- 
oughly informed, so that he can transmit this information 
into the minds of the salespeople, and then when the cam- 
paign is ready to start he will have an organization that 
really knows what it is doing and not just turned out 
like so many cattle and told to get a certain number of 
blades of grass. For no matter how many salespeople 
you may have taking’ applications, unless their efforts are 
properly directed by the credit manager into the correct 
channels—just turning them loose on the public is very 
apt to cause more difficulty than can be eradicated in a 
long time. 

A great deal of the contact which the credit depart- 
ment makes with the customer is through the sales de- 
partments. As your sales departments cooperate with the 
credit department, and your credit department with your 
sales departments, just such an impression will your cus- 
tomers get of your department, though they may never 
have occasion to come in personal contact with it. 


Apologies and so forth may remove a certain amount 
of the customer’s ill feeling if something has happened 
to incur her (or his) displeasure but a trace of unpleas- 
antness toward the establishment whenever the thing is 
recalled to her mind in any way, will always remain. For 
when you drive a nail in wood, you can pull the nail out, 
but the hole still remains! 
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Let’s Hold 


What We've Got! 


By H. M. TOBOLOWSKY 


Credit Manager, E. M. Kahn & Company, Dallas, Texas 
Past President, Dallas Retail Credit Men’s Association 


N APPROACHING the question, “What Is the Most 
Important Problem of the Credit Manager in 1934?” 
we shall consider the profession in its larger aspects— 

and truly this is the only way it exists—not only as an 
executive position in the individual firm but as a part of 
a community scheme. As the inquiry is “the most im- 
portant problem” when we regard the dual characteristic 
indicated, my answer is, “To hold what we’ve got.” 


The first appraisal of these few words may lead to 
disappointment, for while the heading to this article repre- 
sents the writer as residing in a progressive city—one 
never static, whose continuous cry has been “Forward”— 
I hope that you will not give up this paper but will stay 
with me a little longer as we take inventory. 

It has taken a depression of the magnitude of the one 
from which we are happily emerging to bring out many 
valuable lessons which we must not lose. Every economist 
—originating from college lecture hall to speakeasy—has 


carried from mouth to ear throughout our country that 


credit—and this has been put into the public’s mind— 
was responsible for our woeful predicament. 

How confusing has been this general use of the term 
credit ! 
it was an integral force at all—was one driving to re- 
Perhaps some will yet remember the days of 
the bank moratorium. Can there be any more glorious 
tribute to credit’s part in the depression ? 


Surely our type of credit—consumer credit—if 


covery. 


Credit men through previous cycles had discovered 
the formula of National Retail Credit Reporting, held 
to it in boom times, and as a result have had a vehicle 
that safely carried them through. 

Now, what have we got “to hold” from the period 
we are passing? From a store standpoint we have learned 
to analyze more closely and scientifically the reports from 
our credit bureaus. Let’s not get back into the practice 
of determining a question or two—“Yep, got a job with 
somebody, nobody’s kicking.” 
is added to the growing list of charge customers. 

Stores could not afford to carry accounts indefinitely— 


Boom! another account 


every day these remained open they were subject to all 
sorts of hazards that might even cause ultimate payment 
to become vaguely remote. Credit men learned to follow 
up and collect accounts closely. We want to hold to 
that! 

The instability of conditions, the down-with-credit 


Propaganda previously referred to, made many sound 
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prospects for accounts “credit leary.’’ Credit promotion 
of the machine-gun type, of the hit-or-miss kind, became 
too expensive for the results obtained. A finer, more 
studied sales effort was the outcome. 

Surely, with good times here again—with prospects 
more receptive to sales appeal—we are not going to relax 
our painstaking efforts in this direction. And just a by- 
word here. A new technique—a new credit salesman- 
ship must be created for the days ahead. 

We must pass up our pessimism at a report that 
showed slow pay during the past three years. If these 
folks have cleared their indebtedness, they have proved 
their character. If their income is again permanent—do 
not condone their past record lest they gain the impres- 
sion that such manner of settlement is satisfactory. Make 
it clear that you are extending the account to enable them 
to reestablish a prompt, punctual standing. In fact, sell 
these on the advantage of resuming credit relations— 
even your best arm becomes paralyzed by nonuse. 

But here a note of warning: The pat on the back 
must not be so vigorous that it upsets the reasoning power 
—the attitude of restraint in the customer’s mind must 
not be wholly destroyed. He should be made a part of 
the wise, judicious use of his credit. 

Viewing my own community, credit cooperation during 
the past few years improved by great strides. Credit men 
have virtually opened their books and their store of 
knowledge to each other. Standardization—where it did 
not interfere with the inherent right of man to think 
for himself—has been taken under the microscope for 
consideration as to advantages and disadvantages. 

Store heads demanded a higher efficiency from their 
credit departments—their success was the challenge to 
most businesses’ existence. Extending credit wisely and 
collecting profitably was the recognized big problem 
which made the credit man the store’s dominant divisional 
executive. A free hand to cooperate in credit—as all 
industry now sees the need—was asked, given and placed 
in effect. 

With the coming of better times (and in 1934 we 
have every reason to expect them—with credit and collec- 
tions becoming easier) are we going to lose our status 


with our firm and in our community or are we going 


“To Hold What We’ve Got”? 












An Analysis of Profit and 


Loss Accounts--in Seventy- 


Five Texas Stores 


By ARTHUR H. HERT 


Secretary-Manager, Retail Merchants Association of Texas, 


Austin, Texas 


The Third and Concluding Installment of ne | 
Article, Which Began in the December Issue 


HE previous installments of this article, in the 
December and January CREDIT 
Wor_p, covered a detailed analysis of accounts 
charged to Profit and Loss by seventy-five Texas Stores. 
The preceding material supports the following general 


issues of The 


conclusions : 

1. Credit granters have not made the best use of their 
local credit bureaus, nor have they employed the facili- 
ties of the bureaus to the fullest extent. There was some 
question as to whether the bureaus were in a position to 
render the services that are really needed. 

2. Facilities of the bureaus were employed more sys- 
tematically by the larger stores than by the smaller 
stores. Smaller stores believe that they have a better per- 
sonal relation with their customers, hence they think they 
are in a position to know their paying habits, conse- 
quently they do not belong to the local credit bureau or 
Merchants who 


think along these lines usually go bankrupt and when the 


they use it only to a limited extent. 


creditors step in, the books are filled with unpaid accounts 
of people that the merchant “knew were good.” 

3. The larger stores, because of their more efficient 
management as well as up-to-date accounting methods, 
experienced a lower percentage of loss on accounts charged 
off to Profit and Loss than the smaller stores. 

4. The average amounts charged off against any given 
individual in a given city, will vary according to the 
credit policies of the respective stores in the same city; 
also, the average amount charged off on all accounts of 
a certain classification will vary in the cases of two 
stores of a certain character in two different cities, ac- 
cording as the economic conditions in the respective cities 
vary. Changing economic conditions as well as varying 
credit policies must, therefore, be taken into considera- 
tion in the analysis of any account that is charged off 
to Profit and Loss. 

5. A greater number of accounts of married men will 
be charged off than of any other classification because 
married men are responsible, not only for the debts they 
personally contracted, but also for debts contracted by 
their families, even though the accounts are used most 
often by the women in the household. 

6. Credit managers who customarily charge off ac- 


counts at the moment they become of questionable col- 
lectibility have a better chance of ultimately collecting 
the questionable account than those credit men who per- 
mit their accounts to remain on the books indefinitely 
even though no payments are made on them or the efforts 
to collect the accounts have proved unsuccessful. 


7. Almost 50 per cent of all accounts charged to 
Profit and Loss were contracted by “dead beats,” which 
is of sufficient significance to justify rigid scrutiny on the 
part of any credit manager into the credit records of all 
On the other hand, there 
is a remote possibility that some people will pay as agreed 
even though their credit records do not indicate that they 
have paid promptly in the past. 


applicants for charge privilege. 


8. Twenty per cent of all accounts charged off to 
Profit and Loss were classified as “skips,” which is indic- 
ative of the fact that credit managers have not sys- 
tematically demanded information sufficiently in detail, 
such as personal friends, lodge affiliations and relatives, 
when applications for accounts were made. 

9. In the majority of cases, accounts were charged to 
Profit and Loss as a result of shortcomings immediately 
attributable to the customers, with little or no blame ac- 
cruing to the credit bureaus, or to the stores carrying 
the accounts. Since the reasons given in this analysis were 
those of the stores included in the study, the results 
might have been materially changed if the custome?s had 
been interviewed regarding their reasons as to why their 
accounts were charged to Profit and Loss. 

10. The percentage of the total number of accounts 
charged off to Profit and Loss may vary widely in stores 
of the same classification in different cities, according to 
varying credit policies as well as economic conditions in 
and surrounding the respective cities in which the stores 
are located. Pi 

11. Credit losses vary according to the occupational 
classification of the credit risks. 

12. The limits on all open accounts should be estab- 
lished on the basis of specific knowledge, of income, oc- 
cupation, domestic environment and resources of the ap- 
plicant. 

13. By establishing similar facts as applying to each 
community, it will be possible to determine a more oF 
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less exact ratio of losses for each community according 
to occupational groups. 

14. Within economic regions of this country, when 
people live in a similar strata of industrial and commer- 
cial pursuits, the result of a study to ascertain credit 
losses by occupational groups will be reasonably correct 
for the entire masses when an adequate example as an 
index of experience has been worked out. In other 
words, the paying habits of painters that live in the 
state of Texas, for example, may be similar to the pay- 
ing habits of painters who live elsewhere in the United 
States. 

15. The ratio of losses on open accounts will diminish 
in direct ratio to the exercise of increased care in grant- 
ing credit and in perfecting credit methods and ma- 
chinery. Retail merchants must necessarily cooperate 
with each other as well as with their local credit bureaus 
and adopt a uniform credit policy if they expect to re- 
duce the increasing amount that is now charged off to 
Profit and Loss. 

16. Merchants fail to profit by the experience of other 
merchants in granting credit. In the desire to increase 
their volume, merchants continue to grant credit to peo- 
ple in certain occupational groups even though the trade 
in general has found that they are poor credit risks. 

17. As a whole, professional men, professional women 
and business executives are good credit risks; proprietors, 
railroad employees, widows, male students, female stu- 
dents, and public employees are fair credit risks; while 
male clerks, tradesmen, salesmen, female clerks and 
farmers are poor credit risks. “These occupational groups 
are so Classified because of reasons that may be directly 
attributed to the individuals in each group. Farmers are, 
however, usually poor credit risks because of conditions 
over which they have no control. 


a 


Regulations for Financing Retail Trade 
Code Authority Announced 


Regulations for financing the operation of the Na- 
tional Retail Trade Code Authority, for the award of 
the Blue Eagle to members of the retail trade, and pro- 
visions for financing local code authorities, were made 
public December 11 at National Recovery Administra- 
tion headquarters. 


An annual assessment to be paid by the retailer of 25 
cents for each local retail employee is provided for the 
expenses of the National Retail Trade Authority. Local 
Retail Code Authorities are permitted to levy additional 
funds for their local expenses, not exceeding a total of 
$1.00 a year all told for each local worker. 

Each proprietor is required to report the number of 
workers in his establishment, or in each of his establish- 
ments, on the date as of which the assessment for ex- 
penses of code administration is made. For such record 
itis provided that every full-time worker—including pro- 
Prietors, employers, executives, managers, etc.—and every 
part-time worker employed 60 per cent of the work week 
or more shall be included. 
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The regulations provide that insignia for display by 
members of the retail trade eligible to receive them will 
be issued as fast as retailers execute the assessment forms 
and pay their assessments. In form, the new insignia 
carries the familiar Blue Eagle and the legend “We Do 
Our Part,” but will in addition indicate the particular 
division of the retail trade in which the recipient is en- 
gaged. The insignia will be registered and each local 
Code Authority is required to maintain in duplicate a 
record of the name and address of each establishment 
and the number of each insigne assigned.—Domestic 
Commerce. 


» >» »> 


Edward J. Dollard Honored 


A pleasing little ceremony was recently enacted in the 
offices of the owners of O’Connor, Moffatt & Co., De- 
partment Store, San Francisco, when a committee, Frank 
Batty (chairman), F. D. Francis, J. E. Noonan and 
Lewis P. White, from the Associated Retail Credit Men, 
presented Mr. Edward J. Dollard with a beautifully en- 
graved testimonial and honorary life membership in the 
Association. 





Edward J. Dollard 


The owners of O’Connor, Moffatt & Co., Messrs. R. 
D. and J. V. Costello, very graciously suggested that the 
presentation take place in their offices. Mr. Dollard who 
was totally unaware that the presentation was to be made, 
was called to the office where he was met by the members 
of the committee and the store owners. 

Mr. Frank Batty, Past President of the National Re- 
tail Credit Association, who was Chairman of the com- 
mittee, made the presentation and in a few fitting words 
paid tribute to Mr. Dollard for his splendid services over 
a long period of years to retail credit in general, and the 
Associated Retail Credit Men in particular. 

After the presentation Messrs. Costello also expressed 
their sincere appreciation to the credit men for their 
recognition of Mr. Dollard and paid him a glowing 
tribute as one of their oldest and most respected em- 
ployees, a man upon whom they could always depend. 
Mr. Dollard who was recently made Secretary of the 
firm was deeply moved by the expression of good will 
and friendship. 

Mr. Dollard is well known to the members of the Na- 
tional Retail Credit Association, having served for three 
years as a National Director and for many years he was 
an outstanding figure at our National Conventions. 





Personal 


Adolph Weyl Elected President of 
Washington Association 

At the annual meeting of the Associated Retail Credit 
Men of Washington, D. C., held at the Mayflower 
Hotel, January 24, Adolph Weyl, Treasurer of Lans- 
burgh & Brother was elected President, to succeed John 
W. Tallentire, whose report indicated that the organ- 
ization had had one of the best years in its history. 
Several months ago the Association moved its Credit 
Bureau to the Earle Building, so as to care for the ex- 
pansion because of increased service. The records of over 
750,000 persons are now listed in its files. 

E. Emerson Snyder, Credit Manager of Raleigh Haber- 
dasher was elected Vice President and Stephen H. Talkes 
This marked the four- 
teenth year Mr. Talkes has served as Secretary-Treasurer. 
President Weyl paid tribute to Mr. Talkes as the builder 
of the Association. Charles W. Prettyman was elected 
Assistant Secretary. 

The Washington Association is 100 per cent National 
in membership. 


was elected Secretary-Treasurer. 


» » » 


New York Stores Show Collection 
Increase 

The average percentage of collections of the “Twenty 
key stores” in New York for December was 44.32, com- 
pared with 41.00 in 1932—an increase of 3.32. 

Department Stores ranged from 35.20 to 58.10 

Women’s Wear Stores ranged from 37.43 to 49.70 

Men’s Wear Stores ranged from 36.70 to 61.00 

The highest percentage was 56.10 as compared with 
51.60 for December, 1932. 

Eighteen of the twenty stores showed an increase for 
December and eleven an increase for the year 1933 over 
1932. 

Credit managers reported that bad debt losses for the 
last six months of 1933 were considerably less than the 


Seven showed decreases in December, 1933. 


first six months. 

The Associated Retail Credit Men of New York make 
a monthly study of collection trends. Joseph H. Zelch, 
Credit Manager of Gimbel Brothers, is Chairman of the 
committee in charge. 


Credit Flashes - - 


and Otherwise 


Government Will Continue Retail 
Credit Surveys 

Advice from J. R. Hewitt, Chairman of the National 
Retail Credit Association’s Legislative Committee, indi- 
cates the United States Department of Commerce will 
continue to make its semiannual survey of retail credit 
conditions. 

A new and simplified questionnaire will be used in 
securing information, so as to induce the greatest pos- 
sible cooperation from retailers. 

Credit managers should avail themselves of this service 
by requesting copies of the survey from the Department 
They cost but five cents per copy and 
contain information worth thousands of dollars. 


of Commerce. 


» » » 


“United We Stick—Divided We're Stuck.” (Slogan 
carried on the “Service Bulletin” of the Ames, Iowa, 


Credit Bureau.) 
a 


Iowa Credit Conference 

A three-day conference of credit managers, bureau 
officials and retail merchants has been announced for 
Sioux City, April 22, 23 and 24. While sponsored by the 
Associated Credit Bureaus of Iowa, invitations have been 
extended to credit executives in five states and a large 
attendance is expected. W. C. Slotsky, President of the 
Iowa Association has prepared an exceptional program. 


> 2» ® 


Read This Slowly 


If all the members were just like me, 
What kind of an organization would my organization be‘ 


—Retail Credit Assn., Kansas City, Mo. 


» » » 


Akron Holds Annual Meeting 

The Akron (Ohio) Merchants Association held its 
annual meeting on February 7. An outstanding feature 
of the year was the progress and development of the 
Credit Bureau. The spirit of cooperation on credits and 
collections which has been developed since A. C. Hutdr 
inson became Secretary-Manager of the Association and 
Bureau has reduced losses to a minimum. About 30! 
attended the meeting. 


—— 





CREDIT WOMAN—12 Years’ Experience 
Desires Position 


Credit Woman—12 years’ experience in leading de- 
partment store desires position. Thoroughly conver- 
sant with credits and collections. Excellent refer- 
ences. Address, Box 23, Credit World. 














POSITION WANTED—COLLECTION MANAGER 


May we acquaint you with the record and creden- 
tials of an experienced collection manager, whose 
background will interest you? This young man de- 
sires to locate with the collection division of a credit 
bureau or department store in the East or Middle 
West. Address, Box 21, Credit World. 
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ARTHUR P. LOVETT 


ID you read my message in last month’s 
D Crepit Worip? What are you going to 

do about it? We must have more members. 
How are we going to get them? 

We cannot afford to put a man on the road to 
lecture and solicit membership, so we must de- 
pend on each and every Credit Executive and 
Credit Bureau Manager. 


The American man (and woman) has always 
responded to the Call to Arms! This is our Call 
to Arms! We must ask for your loyal support. 
This is your National Association. Let’s Go! 

We should have at least two or three thousand 
new members before our convention. It has been 
said that I have gotten more National members 
than any other man in our National Association. 
Perhaps this is true, but I know that there are in 
our Association many men and women who can get 
more members than I ever got. 
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From all reports, business conditions are stead- 
ily improving all over the country. If this be 
true then many of the small firms that dropped 
their membership are now ready to join up again. 

To you presidents of local associations: I ap- 
point each of you as chairman of your local as- 
sociation membership drive. I know you will ac- 
cept this appointment and I know you will get 
results! 

Every one of you visits a dentist or medical 
man. They are badly in need of your help and 
advice. You would be doing these men of the 
medical and dental professions a great service by 
obtaining their memberships and at the same time 
be putting into the files of your local credit bureau 
valuable information. 

In my 27 years of experience with the medical 
and dental professions, I have found that these 
men are eager to cooperate. 
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THE PresIDENT’S 
MESSAGE 
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Three Thousand New Members By June! 


I have also found that people who do not pay 
their medical and dental bills often fail to pay the 
merchant. This is a wide-open field as there are 
many, many thousands of these men that should 
and will join up, if you see them! 

Here is a true story that you could tell a pros- 
pect: A dentist in was sold a membership, 
and shortly afterward a patient came in who had 
a large amount of dental work to be done, amount- 
ing to $300. The doctor made an appointment 
for one o’clock the next day. As soon as the 
patient left he put in a call for a report. 


He got a report showing that this particular 
patient had already 17 judgments against him and 
10 other “P. & L.” items. When the patient re- 
turned for his appointment the doctor was in a 
position to talk finances. He asked for $100 de- 
posit; it was promptly paid. 

The doctor then said the balance should be paid 
$10.00 per appointment, and asked the patient 
how many appointments he could arrange each 
week. Three appointments were arranged for, the 
agreement was kept and both were happy. 


If the doctor had not been a member and not 
had access to the information he did, he would not 
have demanded the deposit and in all possibility 
would have been unable to collect the balance. 

In many offices that I have been in in the last 
few years, I have noticed The Crepir Wortp 
among the reading matter in the doctors’ reception 
rooms. 


There are many other businesses we should 


solicit. I would like to see all members in the 
local bureaus, National Association members. 


The reading matter in one new and improved 
Crepir Wortp is well worth the membership 
dues. 

Let’s set our figure high and bring three thou- 
sand new members when we meet in Memphis in 
June. 


Now Is the Time to Begin 
Your Planning to Attend the 


National Convention in Memphis 
By R. E. LOGSDON 


Director of the Convention Bureau of the Memphis Chamber of Commerce 
Memphis, Tenn. 


EMPHIS business as a whole is greatly 
M interested in the forthcoming convention 
of the National Retail Credit Association, 
which is to be held, with headquarters at Hotel 
Peabody, in Memphis, June 19, 20, 21, 22, 1934. 
All the necessary committees to cooperate with 











“Now is the time to begin planning to 
attend the National Convention in Mem- 
phis. George Lawo says so and he ought 
to know!” 
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National Headquarters and to perform the vast 
amount of detail work relative to housing, enter- 
taining and handling the convention have already 
been appointed and are hard at work. 

General Chairman George Lawo has called 
upon every man to do his duty, and every man 
has accepted his committee assignment with a 
cheerful willingness to do his very best to make 
the Memphis convention the most outstanding in 
the history of the Association. 

Memphis retail credit men believe the Mem- 
phis convention will be better attended than any 
for many years past because of the very lively in- 
terest of all credit men in the “New Deal” pro- 
gram and what it portends for business. 

The Memphis entertainment program is more 
or less a secret at this time. Plans for enter- 
tainment cover every phase of human activity as 
it relates to pleasure but the committee realizes 
fully that entertainment must take a secondary 
place in consideration of the vast amount of work 
which will have accumulated in the two years since 
the Washington convention. However, the visi- 
tors to Memphis will be afforded an opportunity 
to observe this city at its best. 

Situated as it is on the highest point of land in 
the Mississippi Valley, Memphis always enjoys 
cooling breezes in the summer. The mighty Mis- 
sissippi flows past its doors, and pleasure steamers 
are available for those who like that kind of trip. 
Motor boating, fishing and swimming are ordinary 
entertainment. Strange to say, the swimming at 
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Memphis is done in the largest municipal pool in 
the country if not in the world. Memphians pre- 
fer filtered water for swimming to that furnished 
by the Mississippi. 

The Mississippi, as many of you know, is now 
the greatest commerce carrier it has ever been. 
Many of the old-timers hark back to the days 
when fifty or sixty steamers were tied up in the 
Memphis wharves at all times with constant ar- 
rivals of passengers and freight. 

The day of passenger steamers, except for pleas- 
ure trips, has passed. In compensation for this, 
however, Memphis now passes through her port 
every year the greatest freight tonnage in her his- 
tory. The barge lines from the Ohio, Mississippi 
and the Missouri converge at Memphis. In the 
past year a new gateway has been opened and a 
new barge line now connects Memphis with the 
Great Lakes via the Illinois and Chicago Rivers. 

Many manufacturing and distributing concerns 
have come into Memphis in recent years for the 
sake of economy, so that all of our available, in- 
dustrial river frontage is taken up at this time. As 
against this, however, the Wolf River, a tributary 
of the Mississippi at Memphis, is being widened 





Peabody Hotel, Memphis, Tenn. Convention Headqua- 
ters, Twenty-First Annual Convention of the Nationd 
Retail Credit Association, June 19-22, 1934 


and deepened, so that several miles of additional 
industrial sites will be added to the Memphis 


harbor front, much of it before the arrival of the 
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credit men. One of the finest combinations of 
river and rail transportation service is offered at 
Memphis. 

Taking time by the forelock many years ago, 
Memphis inaugurated the construction of bridges 
across the Mississippi. For many years these were 
the only highway bridges available in these parts, 
so that now national highways from every direc- 
tion converge at Memphis because of foresight in 
constructing these bridges. 

Railroad service into Memphis comes from ev- 
ery direction over ten trunk line railroads, and 
through service is offered from coast to coast via 
this city. It is possible to come by through Pull- 
man from almost every city in the United States 
and Canada to Memphis. 

The Memphis credit men expect to welcome at 
least one credit man from every city in America. 

This city has abundant, splendid golf courses 
with their attendant club features. It is annually 
the scene of many important national and sectional 
tennis events.. For those who like that particular 
sport it is a center for cockfighting, observed with 
some horror by many folks. The wrestling game 
was given a new breath of life a few years ago in 
Memphis, and this life seems to have spread to 
all sections of the country. The real article is on 
view here every week. 

Baseball as played at Memphis lifts the curtain 
for the Big Leagues. Better baseball is played at 
Memphis, in the main, than anywhere in the 
South. 

We also have a splendid Hunt and Polo Club, 
and it may be possible to arrange a polo game for 
the entertainment of our guests. There are so 
many things we wish to do to make the stay of our 
visitors comfortable and happy here this year that 
it will be several weeks before we can make up 
our minds fully. However, you may depend upon 
it that our entertainment program will exemplify 
southern hospitality and will at the same time give 
you the opportunity to observe a city which has 
increased 56 per cent in population in ten years, 
whose industries are flourishing in spite of the de- 
pression, whose homes are modern, whose streets 
are clean, whose City and County Administrations 
are first class and whose people like to make 
friends with their visitors. 

Now is the time to begin planning to attend the 
convention in Memphis. George Lawo says so, 
and he ought to know! 

< « 
A 32 Billion Drop in Pay! 

The shrinkage reported by the Commerce Department, 
of 32 billion dollars in workers’ pay in 1933, as com- 
pared with 1929, is an item for credit men to store in 


their memories. When people don’t earn, they can’t 
spend, and the retailer suffers. 
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Estimated Electrical Appliance Sales 
for 1933 


A total of 739 million electrical appliances were sold 
in this country during 1933, it is estimated by Electrical 
Merchandising. This is more units than for any year 
of the past four, and the total dollar volume is shown to 
have exceeded figures of the year before for the first time 
since 1929. 


These estimates indicate sales of 665,500,000 electrical 
appliances in 1932, 693,000,000 in 1931, and 719,000,000 
in 1930. The value of the appliances sold last year is 
estimated at 460 million dollars, a gain of more than 45 
million dollars over sales in 1932. 


The sales of most every form of appliance are shown to 
have gained last year over the previous year. The in- 
creases in the sales of domestic refrigerators and washing 
machines were unusually large, surpassing all previous 
figures. More than a million refrigerators were sold (for 
the first time in a single year) in 1933! The figure 
amounted to 1,050,000, a gain of 26 per cent over 1932, 
8 per cent over 1931, and 26 per cent over 1930. 


> »> »> 


“Credit World Readers Make Better 
Local Members” 


This comment on The Crepir Wor.p appeared in 
the bulletin of the Retail Merchants Association of Tulsa, 
Oklahoma. It’s fine to know that our publication is 
read, analyzed and appreciated by such busy men as 
J. C. Rayson, Manager of the Tulsa Association. 


There is a good reason why Crepir Wor -p readers 
make better local members. A brief review of the De- 
cember issue will bring this out. 

On page two we find the usual timely editorials from 
Dave Woodlock’s pen. Next, on page four, there is an 
exhaustive analysis of bad accounts from Austin, Texas. 

Tulsa should be particularly interested in page six 
for here we find the address delivered by our own E. W. 
Hiestand before the recent District Conference here. 
Read it again even if you heard it. Another one of the 
conference addresses, that of M. G. Riley, delivered at 
the noon-day luncheon, will be found on page ten. 

On page eight, J. D. Kemper, Mandel’s office man- 
ager, tells how central authorizing speeds service to the 
customer. And on nine the credit manager of Roths- 
childs at Kansas City tells what causes customers to be- 
come slow pay. On page twelve there is an article re- 
garding the proposed revision of the bankruptcy act. 

On page fourteen, a Davenport, lowa, credit manager 
tells of their experience in reviving inactive accounts. 
On page sixteen a New Orleans credit manager de- 
scribes their perpetual age analysis of accounts. On page 
eighteen will be found an NRA interview with the Bu- 
reau Manager at Philadelphia. 

On page twenty is more bankruptcy information. On 
page twenty-two one of Goodrich men tells about credit 
problems in the tire business. On page twenty-six the 
“Washington Correspondent” gives us the late news from 
the nation’s capital. 

On page thirty there is a group of “Credit Flashes” 
from everywhere. READ YOUR Crepir Wor -p, 
PLEASE! 
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FOREWORD 


T A meeting held recently with officials of the De- 
partment of Commerce it was decided that the 
credit surveys would be conducted hereafter on a 
yearly basis instead of semiannually, as in the past. The 
department feels that the trends reflected in the semi- 
annual surveys are not definite enough to justify the con- 
tinued collection of statistics at such frequent intervals 
for purposes of trends alone. From the standpoint of 
supplying the merchant with a periodic check on his 
credit activities, arrangements are also being made to 
assemble data now being collected currently by other 
agencies and to distribute it to cooperating merchants at 
regular periods during the yearly interval. 

The interests of the National Retail Credit Association 
were represented by the Chairman of the Legislative Com- 
mittee and the writer and although amenable to the de- 
partment’s plan it was urged that the survey covering the 
last six months of 1933 should be made in order to bring 
the surveys up to date, in addition to revealing the im- 
portant credit developments that have taken place during 
recent months. The department has found it possible to 
comply with this request. Accordingly questionnaires 
were mailed on February | to merchants in six lines of 
trade, namely: Department, furniture, jewelry, men’s 
clothing, shoes, and women’s specialty stores, located in 
twenty-five leading cities throughout the country. 


Legislative 


Congress Considers Problem of Municipal 
Insolvency 


Extended hearings were held in January on_bank- 
ruptcy amendatory bills dealing with municipal insolv- 
ency. ‘These bills proposed a readjustment of municipal 
debt upon the application of municipalities and with ap- 
proval of a percentage of creditors somewhat along the 
line of the bill on this subject which passed the House at 
the last session. Opponents of the measures say that 
while there are twenty billions of bonds outstanding of 
this general type only about two hundred million is in 
actual default and that there is no real necessity for such 
an amendment. 

They also suggested at the hearings a counter plan in 
operation in Canada and in several of our states whereby 
a state agency takes over and runs the municipality which 
is in difficulties until it has been worked out of its 
troubles. It is apparent, however, that in spite of the 
strong opposition manifested at the hearings there are 
indications that the bill may pass this Congress. 
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R. PRESTON SHEALEY 
Washington Counsel, National Retail Credit Association 


“Corporate Reorganization”’ Amendment to 
Bankruptcy Act 


In the light of the “National Radiator” decision by 
the Supreme Court, detailed in Court Decisions, some 
form of a corporate reorganization amendment to the 
bankruptcy act seems necessary. A corporate reorganiza- 
tion amendment has already passed the House and is 
now before the Senate Judiciary Committee awaiting ac- 
tion. 


More About Amortization to Wage-Earners 


If Congress passes an amendment to the R. F. C. Act 
permitting direct loans to small business units and in- 
dividuals, it would seem that the bankruptcy act will have 
to be amended along the lines of the amendment provid- 
ing for amortization to wage-earners now being sponsored 
by the N. R. C. A. At a hearing in early January before 
the Senate Banking and Currency Committee some state- 
ments affecting referees were read into the record in con- 
nection with the Detroit banking situation and there is a 
growing feeling that the referee situation needs attention. 


New Tax Bill a Thorough Overhauling of 
Taxation Measures 


The tax bill now before the House amounts to a thor- 
ough overhauling of Federal taxation measures. Some of 
the problems which the Committee has considered and 
upon which legislation is desired, are the following: 
(1) Tax-Rate Structure, including normal tax, surtax, 
credits against net income, and effect of rate structure 
changes; (2) Depreciation and Depletion; (3) Capital 
Gains and Losses; (4) Personal Holding Companies; 
(5) Exchanges and Reorganizations; (6) Foreign Tax 
Credit; (7) Partnership Losses and (8) Consolidated 
Returns. 

Minor problems also have been considered and include 
annuities, deduction of death and gift taxes from net in- 
come, dividends from foreign corporations, disallowance 
of deductions attributable to tax-exempt income, disallow- 
ance of losses between members of family, casual sales on 
installment basis, allocation of income, distributions in 
liquidation, unlimited deductions for charity, withhold: 
ing—tax-free covenant bonds, information returns, and 
procedural provisions, such as ninety-day letter, limite 
tions, refunds, and distraint. 





Bills Now in Congress Would Guarantee Principal 
Of H. O. L. C. Bonds 


Bills have been introduced in both Houses to provide 
for guaranteeing the principal of bonds issued by the 
Home Owners’ Loan Corporation and are now reposing 
in the Senate and House Banking and Currency Commit 
tees. Final disposition of such bills will in the last an 
lysis amount to the Administration’s position on the sub- 
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ject, since all bills of this character have been referred 
to the Home Owners’ Loan Corporation for report. Op- 
position is apparent. 


Continuation of R. F. C. Authorized 


Public Ne. 84, providing for the continuation of the 
Reconstruction Finance Corporation until February 1, 
1935, and increasing the amount of notes, debentures and 
bonds by $850,000,000, was approved on January 20, 
1934. The bill itself, S. 2725, passed the Senate on 
January 15, and passed the House the same day. 


Departmental 
New Models Caused December Auto Sales Drop 


Most automobile manufacturers, for the first time, 
began this year to release their new models in January 
and as a result a comparison of the value of retail sales of 
new passenger cars with December, 1933, as against 
December, 1932, shows a decrease of 10 per cent. 

However, figures of the Department of Commerce for 
the year 1933 were 22.4 per cent greater than in 1932, 
which had been 43.7 per cent below those of 1931. The 
volume of sales for the first four months of 1933 was 
considerably below the same months of 1932 but from 
May to the end of the year each month except December 
showed an increase over the same month of the previous 
year. 


Chain Variety Stores Show December Gain of 
15 Per Cent 


A cooperating group of chain variety stores continu- 
ously in operation since 1929 in reports to the Depart- 
ment of Commerce shows December sales to be approxi- 
mately 15 per cent higher in dollar volume than Decem- 
ber, 1932. The increase between November and Decem- 
ber was 77 per cent, about the same as the seasonal rise 
in past years. 

The year 1933 as a whole was 2.3 per cent better than 
the previous year, this representing a recovery from the 
first six months when sales averaged 6.3 per cent less 
than the first half of 1932. The year 1932, on the 
other hand, was 13.6 per cent below 1931. 


Court Decisions 


Important Income Tax Ruling 


March 15 is the dead line for filing income tax re- 

turns and, therefore, the recent decision of the Supreme 
Court in Welch v. Helvering, Com’r., etc., may be of 
interest. The Supreme Court in this case was asked to 
decide what is meant by the words, applying to deduc- 
tions from gross income, “ordinary and necessary expenses 
paid or incurred . . . in carrying on any trade or busi- 
ness. 
_ The taxpayer had been an officer of a corporation which 
tailed and thereafter to protect his credit and standing 
while engaged in business on his private account paid 
some of the debts of the defunct corporation and de- 
ducted them from his gross income. The Supreme Court 
held that such payments were not deductible because 
while they might be necessary and in a way a capital ex- 
penditure to advance the taxpayer’s business yet they were 
not such as are ordinarily made. 

In effect, the decision means that the two words “ordi- 
nary” and “necessary” must be read together and that 
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business expenses to be deducted must be not only neces- 
sary but ordinary in the usual meaning of such terms. 


Court Defines “Insolvency” 


Section 1, clause 15, of the bankruptcy act defines 
insolvency in connection with preferential transfers to 
the effect that a debtor is insolvent if the fair value of 
his property is not sufficient to pay his debts. How to 
arrive at “fair valuation” is sometimes difficult. The rule 
as laid down in a recent decision of the Circuit Court of 
Appeals, 5th Circuit, in Mitchell v. Investment Securi- 
ties Corp., is as follows: 

“We think the statute defining insolvency in connec- 
tion with preferential transfers makes this entirely clear. 
In effect, it defines it to be a condition of permanent, as 
opposed to temporary, inability to pay debts. It declares 
one insolvent when his ability to pay his debts is not 
temporary through want of ready funds, but permanent 
through want of convertible assets. 

“Statutory as well as commercial insolvency arises out 
of, and consists in, inability to pay debts. One is in- 
solvent under the statute when his assets, if converted into 
cash, at a fair not forced sale will not pay them. In both 
cases solvency is tested by ability to pay debts, in the one 
case promptly, in the other, in time. 

“In testing both kinds of insolvency, the realities of 
the situation control. In both kinds it is the actual, 
rather than the theoretical, condition of the debtor which 
determines it.” 


More About Corporate Reorganization 


The “National Radiator” Case decision of January 8, 
of the Supreme Court, was an instance of corporate re- 
organization through the medium of a United States Dis- 
trict Court. The reorganization committee prepared a 
plan for rehabilitation which received the support of 95 
per cent of debenture creditors. A small minority at- 
tacked the plan, however, and has been able to upset the 
reorganization plan to the extent of their claims. 

Creditors’ committees have frequently found small 
minority interests standing in the way of equitable re- 
organization of corporations but if the proposed amend- 
ment to the bankruptcy act, dealing with corporate re- 
organization, which has already passed the House and is 
before the Senate Judiciary Committee, becomes a law 
minority creditors will not be able to block corporate re- 
organizations approved by majority interests. 


» >» >» 


Another Boost for the N.R.C.A. “Pay 
Promptly” Advertising Campaign 


I am very pleased to state that our “Pay Promptly” 
Advertising Campaigns have met with enthusiastic sup- 
port from the credit granting institutions of this city. . 

Many reasons could be advanced for the popularity of 
our “Pay Promptly” Campaigns. It is my belief the out- 
standing reasons are—they increase sales—stimulate col- 
lections—sell the public on the advantages of a high 
credit rating. 

The 1933 “Pay Promptly” copy is the best I have ever 
received, and take this opportunity to highly recommend 
the “Pay Promptly” Campaign for any city of any size. 

I wish to commend the National on the splendid work 
performed on the Advertising Program. 


—J. F. O’Newt, Manager, 


Merchants Association, 


Bakersfield, (Calif. ) 
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Ee Bright Bits from 


ureau Bulletins 


Pertinent Paragraphs Taken from the Hundreds of Weekly 
Bulletins Published by Our Affiliated Credit Bureaus 


Thirty-Five Years of Service! 


You frequently hear the credit bureau operator say, 
“Yes, we have had his record covering the past 20 years.” 
This Association takes pride in the age of its credit 
bureau. In continuous operation since 1898, containing 
the record of over two million credit transactions, the 
Credit Bureau is one of the largest and most complete in 
the National Retail Credit Association. 

This valuable information that reposes in the bureau 
files, however, is of. no value to any member unless he 
gives us an opportunity to relate the credit facts and per- 
sonal history of a prospective or credit customer. Boost 
your collection percentage by obtaining a credit report 
from the bureau on every account opened and recheck 
every reopened account. 


—Spokane (Ore.) “Sweepings.” 
> » » 


Do you know the difference between a salesman’s call 
and a collector’s call? A collector is told to come back 
again. 

—LaFayette County Credit Bureau, Higginsville, 
Mo. 
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Add—Radio Listeners? 


Last year gas killed four thousand nine hundred and 
fifty-two persons. Thirty inhaled it, nine hundred and 
twenty-one lit matches over it, and four thousand stepped 
on it. 

Credit News (Colfax County Credit Assn.) Raton, 
N. M. 





» » » 


Signs of Returning Prosperity 


The women report a gradual improvement in the qual- 
ity of bridge prizes. Nobody has won a “Five and Ten” 
lampshade in weeks. 

Many pedestrians now stop to look at the models in 
the automobile showroom windows. 

Street cleaners report that cigar butts aren’t nearly so 
short as they were this time last year. 

Occasionally you see an automobile spare tire rack with 
a spare tire attached. 

Butchers have ceased swooning when a customer asks 
for a porterhouse steak. _ 

They are beginning to seil fruit in fruit stores again. 

It is now a little safer to leave the children’s bank 
around the house. 

The lady of the house has ordered the milkman to 
leave cream again. 

People may not be saying, “Fill her up,” at the pump- 
ing stations just yet, but they have ceased saying, “Oh, a 
gallon will be enough.” 

—Inter-County Credit Assn., Bowling Green, Ohio. 
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Experience Is an Expensive Teacher! 


Merchants learn that a man’s credit standing isn’t good 
by their own experience but it is then too late to profit by 
the lesson. However it is just as easy to learn from the 
experience of other merchants as it is to learn from your 
own experience. If you will make yourself familiar with 
the experience of other merchants before you open your 
accounts you may profit by their experience to the extent 
that a very large number of your credit losses will be 
eliminated. 

It is one of the fundamental principles in the extension 
of credit that a man who doesn’t pay other merchants 
will not pay you. This may be his way of doing business 
or it may be that he is unable to pay but in every case it 
can be considered absolutely certain that when a man 
owes other bills which he cannot pay you are taking a 
very great risk in permitting him to open further accounts 
at your expense. 

The Credit Bureau has the facts and the facts are what 
you need when a man asks you for credit. Without the 
facts you are not in a good position to determine whether 
the account should be opened or not. With all the facts 
before you your own judgment will dictate the proper 
course. 

—Blair County Credit Bureau, Altoona, Pa. 


» » » 


Don’t Use the Blindfold Test In Credit 
Granting! 

Not long ago there appeared in popular magazines an 
ad for cigarettes asking prospective customers to select 
their cigarettes while blindfolded. The supposition was 
that the cigarettes’ in question were of such excellent 
character that their superiority could be easily recognized 
even though the customer was blindfolded. 

It may be possible to distinguish a good cigarette from 
others not so good while one is blindfolded but when it 
comes to selecting credit risks the method doesn’t work 
out so well. In these days it is not only necessary for 
merchants to have their eyes wide open when they select 
their credit customers but it is also necessary to have all 
other senses keenly alert. 

If you sell merchandise or service without reliable in 
formation concerning the ability and willingness of a cus 
tomer to pay the account when it comes due you are tak- 
ing a chance of being deceived by the statements made by 
your prospective customer and such conditions will often 
result in serious losses for you. If, on the other hand, 
you secure reliable and accurate credit information 
through the Credit Bureau you may know exactly what 
the circumstances are which surround each customer and 
you need take no chance in connection with statements 
made by him which are often misleading. 

—Kalamazoo (Mich.) Credit Assn. 


(Continued on page 26.) 
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Credit Bureau Service —1928 vs. 1934!! 


IN 1928: 
Not One Credit Bureau Was Using Telautographs! 


JAN. 1, 1934: 


24 Credit Bureaus Were Telautographing Messages To and 
From 142 Great Stores in United States and Canada! 


The Whole World Has Progressed—Have Your 
Systems Kept Pace? 


SINCE JAN. 1, 1934 


2 Large Stores in Chicago and Another in New York Contracted!! 


THIS MODERN SYSTEM 


AS pioneered by Mr. George C. Morrison, Manager, 

The Merchants Credit and Adjustment Company, To- 
ledo, Ohio, who began his experiments in the latter part 
of 1928. Confident of the merits of the plan, he contracted 
for the service in January, 1929, and it was such a success 
from the start that Bureau managers in other cities adopted 
it and the system became standard in a great number of 
cities on this continent. Thus, being the “brain child” of 
a Credit Man, it could not fail of its purpose because its 
founder was solely interested in success in his own sphere 
of activity. That it did not fail is proved by the acclaim 
this service is given by all who have installed it. 





Lew plan of operation is very simple. Instead of tele- 
phoning reports, references, etc., or dispatching them 
by messengers, everything is handwritten, both at the stores 
and Bureau. That is all. Of course, it takes but one per- 
son to send a message because every message is recorded 
at the other end of the line, and without human aid. And 
being handwritten, exceptional care is taken by the sender, 
due to the fact that responsibility will be fixed on him be- 
cause his own handwriting is the only record. 


THIS SERVICE WAS ADOPTED BY 


Merchants’ Service Bureau Grand Rapids 


Associated Retail Credit Men & Credit 


Bureau St. Louis 
Credit Bureau of Dayton, Inc. Dayton 
Milwaukee Assn. of Commerce Milwaukee 
Merchants Credit Association Memphis 
Retail Merchants Association Norfolk 
Credit Bureau of Greater New York New York 
Cincinnati Retail Merchants Credit Bureau Cincinnati 
Credit Service Exchange Atlanta 
Paterson Credit Bureau Paterson, N. J. 
Hartford Credit Rating Bureau Hartford 
St. Paul Credit Rating Exchange St. Paul 
Providence Credit Bureau Providence 
Merchants Red Book Company Dallas 
Retail Merchants Association Fort Worth 
Merchants’ Credit Bureau, Inc. Boston 
Merchants Association Credit Bureau, Inc. Kansas City 


Retailers Credit Association 
Retail Merchants Credit Bureau 


San Francisco 
San Antonio 


Leslie’s Albany Credit Bureau Albany 
Reading Credit Exchange Reading, Pa. 
Toronto Credits, Ltd. Toronto 
Credit Reference Exchange, Inc. Chicago 


Telautograph Rentals Rarely Exceed $1.00 Per Day for Each Store! 
We Have a Branch Office Near You—Send for Our Man Now! 


(NO OBLIGATION—OF COURSE) 






TELAUTOGRAPH 


16 W. 6l1st St. 
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WE DO OUR PART 


f CORPORATION 


New York City 


Bright Bits From Bureau Bulletins 


(Continued from page 24.) 


Major Part of Losses Fault of 
Minority of People 


Bad Debts.—According to a recent survey the per- 
centage of loss through bad debts suffered by retailers 
selling on the installment plan is four times greater than 
that of those extending open credit. 

The main reason for this would appear to be that too 
great reliance is placed on the repossession alternative, and 
less care is used in investigating the customer’s circum- 
stances than on open accounts. 

People in moderate circumstances comprise the major- 
ity of the population and also purchase the bulk of con- 
sumed goods. So long as they do not commit them- 
selves to buy more than they can reasonably expect to 
pay for within a given time, the loss suffered by their 
suppliers will be small. 

The major part of losses is brought about through the 
fault of a minority of the people, and the “won’t pays” 
and “can’t pays” can be eliminated to a great extent at 
the time of the sale, through making use of the informa- 
tion which is available in your Credit Exchange files. 

The expense incidental to this will pay substantial re- 
turns in reduced bad debt losses and collection expense. 
—Schuylkill County Credit Bureau, Inc., Pottsville, Pa. 
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When You Are Ill You Call the Doctor— 
When Your Accounts are “Sick,” 
Call the Credit Bureau 


When you are ill you take the advice of the doctor. 
When your plumbing goes wrong you take the advice of 
a plumber. When you want to find out about painting 
your home, you call a painter. When you want fire 
protection you go to your insurance agent, and he advises 
you as to the best coverage to be had. 

The successful business man of today calls the Credit 
Bureau when he wants protection on his accounts. When 
they become ill (slow) he gets the information from the 
bureau showing why they are slow. 

When a debtor starts running more accounts than he 
can pay for, you are called by the Bureau, and are en- 
abled to take suitable action to protect your account. 
When the merchant finds his accounts have become 
“critical” and the patients demand severe treatment, he 
again calls the Bureau, and the Adjustment Department 
performs the necessary “operation” to get the accounts 
paid. 

Credits and collections are our business, the same as the 
treatment of disease is the business of the doctor, or the 
proper installing of plumbing is the business of the 
plumber, etc. 

Let us advise with you on your accounts, and suggest 
means of obtaining more prompt payment. Don’t wait 
until the account is old and the ailment is acute. Call the 
doctor (Credit Bureau) first, and save what may other- 
wise in many cases prove to be a serious case. IT WILL 
PAY YOU TO OBTAIN THE FACTS. NO 
OTHER METHOD HAS EVER BEEN FOUND 
THAT IS EFFECTIVE IN THE SAFE EXTEN- 
SION OF CREDIT. 

—Neenah-Menasha Credit Bureau, Neenah, Wiis. 


A Restless Population— 


Did you ever stop and consider the American public— 
the most restless group of humans in the world? Chang- 
ing, ever-changing, moving here and there, stopping a 
while, then moving on to other localities. In one month 
our National Headquarters reported the use of over 
50,000 coupons, used in checking up individuals who had 
moved from one place to another—persons who were 
seeking credit in localities where they were not known— 
50,000 authentic reports giving information to business 
regarding the credit habits and the paying record of 
these roving individuals. 

Think what this means for the security and safety of 
our business world. Think what this means in a correc- 
tive sense, correcting perhaps, a bad habit in someone who 
willfully contracts obligations, then changes residence 
without meeting his part of the deal, leaving the dealer 
high and dry as to the receipt of his money. 

Credit Bureaus, affiliated in this nation-wide capacity, 
through the National Retail Credit Association, are a 
constant obstacle in the way of such a person carrying on 
his campaign of abuse on business. They check him here 
and there until he finds that he cannot get the things he 
needs until he produces the cash, making him a better 
man, a better citizen and protecting business from loss. 


A. H. & G. Credit Assn., Augusta, Me. 
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When Should an Account Be Charged 
to Profit and Loss? 


(Continued from page 9.) 





Will the merchant who has just experienced a period 
of hell and damnation profit by his experience of the 
past four years? Will he forget the heartaches that he 
suffered when he reviewed the collapse of his accounts 
receivable? Will he discount the fact that even those of 
the higher brackets in incomes ultimately found their way 
into his profit and loss? Will the merchant forget how 
he lied to his bankers when he presented his financial 
statement, in which he evaluated his accounts receivable 
in some instances as much as 33 1/3 per cent above their 
real intrinsic worth? 

Will the merchant forget his resolutions to refrain 
from crippling his business by tying up in accounts re 
ceivable an unproportionate amount of his capital, which, 
although consistently considered a liquid asset, proved out 
not only to be frozen but uncollectible? Or will he more 
sanely take stock of himself and resolve to establish a 
sound credit policy, demand strict conformity to estab- 
lished terms and refrain from interference with the de- 
partment of his business with which, by virtue of his 
lack of departmental education and technical experience, 
he is least qualified to interfere ? 


I have tried to give you my ideas on this subject clear 
ly and logically from my personal experience gained in 
many years’ service as a credit manager, and in closing 
I would say that if your house is not in order for the 
“New Deal” in business, do your utmost to put it in or 
der as quickly as possible. 





CREDIT BUREAU FOR SALE 


Established Credit Bureau, Eastern Town 25,000. 
Good Membership, Complete Files, About one hun- 
dred prospective accounts not members. At present, 
Merchant-Owned. Address, Box 22, Credit World. 
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A Message to Bureau Managers on the 


Importance of Service Bulletins 


OUR Service Bulletin is the voice of your credit 
bureau. It is your one sure method of contacting 
your members regularly but—it must get the in- 
dividual member’s attention and be read by him to ac- 
complish its purpose. 
Getting attention is the first vital step—and that’s the 
job of the envelope in which your bulletin is mailed! 


Use Distinctive—“‘Attention-Getting’”’ Envelopes 


Your Bulletin must compete for attention with all the 
“Insure” 
read—protect it from the wastebasket—by using attrac- 


other mail on the member’s desk. its being 


tive, attention-compelling envelopes that will invite read- 


ing of the contents. 


We have prepared a very attractive sheet (reproduced 
below) to be used as the first page of your bulletin. It 
is printed on white, blue, buff and pink paper of the best 
grade mimeograph bond, in twenty pound weight. Colors 
If desired, 
you may order assorted colors at no additional expense. 


of ink used harmonize with the paper colors. 


Can be furnished with 
nominal charge) or without as desired. 


Bureau Imprint (at 
The standard 
size is 814” x 14” but if enough users are interested in 


your 


the 8144” x 11” size and will write us their requirements, 
we will arrange to stock it. 

Write the Forms and Systems Department, National 
Retail Credit Association, 1218 Olive St., 


for samples, prices and full information. 


Saint Louis, 





Our Forms and Systems De- 
partment has developed such en- 
velopes, neatly printed on_high- 
grade paper. Choice of four paper 
colors—light blue, cherry, amber 
or light green—or assorted colors. me... 
Printed in blue ink. See reproduc- 


. . creda and to be used onty rmshed wahowt preyadsce or liabilery 
tion at right. pert of this Association. “bra ma ry every respect to the terms of your contract which provides that mevther the actual Ty ~-1~ 
mjormanon furmshed 1 @ mot to be revealed to the persons reported or to others. This publication must mot your possession, 


‘This Bulletin, in its entivety, is @ STRICTLY CONFIDENTIAL 
Information 
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Your Bulletin Deserves 








Good Paper—Good Headings 


Make your bulletin attractive 
enough so that having obtained 
your member’s attention, you can 
hold his interest until he has read 
your message! 





Don’t confront him with cheap- 
appearing, blurred, or messy print- 
ing and expect him to read it. Use 
a good grade of paper, and a clean, 
clear-cut reproducing process and 
don't use both sides of the paper. 
That's false economy! 

The use of colored paper with 
trequent changes in the color 
advisable. An attractive heading 
tor the first page, consisting of an 
established title and wording, will 
command attention and lend class 
to your Bulletin. 

This is an age of pictures and 
color. The modern duplicating 
machines reproduce either with 
good effect. Use them. 

Many bureaus give the front 
pages of their bulletins additional 
“attention value” by the use of 
cartoons. Properly handled these 





The Voice of Your Credit Bureau 





will put over a credit message bet- 
ter than words. 
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ITH this issue, “The Credit Clinic” is 
again brought up to date. One question 
from the November issue (which was 

partially covered in the January issue) is “cleaned 
up” in this issue and the second question from 
November is also answered here. 


The First Question: 


“W hat is the turnover in charge accounts, that 
is, the percentage of accounts lost and new accounts 
gained during a year?” 

‘ * * * 

I have waited to answer your question until our figures 
for the entire year of 1933 were available, and I believe 
you will agree with me that considering everything the 
results are rather interesting and not at all disappointing. 

For instance, based on the number of accounts on our 
books on January 1, 1934, 14% 9 per cent were opened 
during 1933. I think that is a pretty convincing answer 
to the challenge that retailers could not hold their ac- 
counts during the depression. 

Again, the net gain—in percentage—of new accounts 
opened in 1933, using the number of accounts on the 
books January 1, 1933, as a basis on which to figure, is 
3% per cent. When I say net gain, I mean the differ- 
ence between the total number of new accounts opened 
during the year and the number of accounts closed for 
all reasons during the same period. 

Figuring the number of accounts closed during 1933, 
against the number of accounts on our books January 1, 
1933, we arrive at a percentage of 11% per cent as the 
loss in accounts during that period. 


—Department Store (Calif.). 
* * * & 


We have no record previous to this year, but in 1933 
new accounts averaged 17.56 per cent. 


—Department Store (Ohio). 


* * *& 


We have never kept a record of our accounts receivable 
turnover, and I am therefore compelled to resort to 
averages in order to give you any sort of an answer. 

If we compare the number of new accounts opened in 
1933 with the number of statements mailed out January 
1, 1934, we find in our case this figure is approximately 
20 per cent of the total; that is, the number of new ac- 
counts opened in 1933 is about 20 per cent of the total 
statements mailed January 1, 1934. Of course, it is 
impossible to state just how many accounts opened during 
the year 1933 were represented in the statements that 
were mailed out January 1. 
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The CREDIT CLINIC 


... A “give-and-take” page, wherein readers 
may ask——and answer—dquestions about their 
credit and collection problems and solve them 
in the laboratory of practical) experience .. . 


However, it is certain that not every one was so repre- 
sented, so that the 20 per cent is a maximum and unat- 
tainable figure which should be reduced by that propor- 
tion of the accounts opened in 1933, which were not used 
during the month of December. 

In my judgment I would estimate this to be about the 
same proportion as the active accounts that are used any 
one month regardless of age, which is about 60 per cent. 
This would reduce the turnover on accounts, figuring the 
number of statements mailed out as against the total 
number of new accounts opened during the year that were 
included in this figure as somewhere around 12 per cent, 
which is as good a guess as I can make. I hope this in- 
formation will be of some assistance to you. 


—Department Store (Calif.). 


* * * * 


Below you will find a.tabulation of our statements 
mailed and new accounts opened for the twelve months, 
November, 1932 to November, 1933. 

You will note that for the twelve months we had 
applications for 6,978 new accounts. Of this total, ap- 
proximately 1,000 are installment or contract accounts 
for household items, such as, refrigerators, radios, sewing 
machines, etc., for which there is no statement mailed and 
the account is opened for the one purchase only. Also, 
from the total should be deducted approximately 1,50 
for declined accounts which averages more than 20 
per cent. 

You will note the number of statements mailed stays 
more or less stationary, our monthly average running ap 
proximately 20,500. From these figures it would indicate 
that we lose during the year approximately 4,478 ac- 
counts for various reasons, such as leaving the city, de 
ceased, dissatisfied, etc. On a basis of two active accounts 
for each statement mailed, this would show a loss of more 
than 10 per cent of the total active accounts for the year. 

—-Department Store (Colo.). 
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Month Statements Mailed New Accounts 
December, 1932 21,650 719 
January, 1933 20,015 402 
February 18,747 517 
March 19,308 536 
April 20,059 607 
May 20,943 666 
June 21,090 528 
July 20,176 433 
August 20,043 447 
September 21,156 627 
October 21,182 733 
November 21,598 763 

245,967 6,978 
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In regard to “How many accounts are lost ?”—that de- 
pends largely on the type of man or woman in charge 
of the credit department of each store. If the person in 
charge of the credit department watches inactive accounts, 
and solicits their use when they become inactive, I do 
not think the loss in a store of that kind would run over 
10 per cent; and included in this 10 per cent would be 
accounts lost for all reasons. 

On the other hand if accounts become inactive and are 
not followed up, the loss from this source could easily 
amount to 20 or 25 per cent. 

Now, in regard to “How many new accounts are 
opened during a year ?’’—that also depends upon the stand- 
ing of the store; how long they have been doing a credit 
business and to what extent they solicit new charge ac- 
counts. So many “ifs” enter into both of these questions, 
they are hard to answer in a satisfactory manner. 

I might say that this store had over nine thousand 
individual applications for credit in the year of 1932. 
This does not include many thousands of names which 
we had rated in the Credit Bureau and opened accounts 
for before this department was started in 1932. 

In 1933 we had 5,607 individual applications. A large 
number of these applicants are accounted for because of 
the fact that this is a high class store, and having for- 
merly been a cash store, all the better people naturally 
flock to it for charge accounts, once that privilege is 
available. 

We have not kept an accurate list of closed or in- 
active accounts but our percentage would run very low. 


—Dry Goods Store (Mo.). 
* * *& * 


I had 100 of our active accounts in November checked 
with the application to get the date they were opened; 
then counted those which had been opened prior to 1933, 
and those which had been opened in 1933. The result 
was 92 per cent old accounts and 8 per cent new ac- 
counts. 


—Department Store (Okla.). 


* * * * 


Our figures on new accounts opened during the year 
means exactly that, and not the number of applications 
taken. Our rejections during the year run around 15 
per cent of all regular applications taken. For the 12 
months, December, 1932, to November, 1933, our num- 
ber of active accounts remains practically the same, viz, 
26,000. During the same period we placed on our books 
6,600 new accounts, which, therefore, shows a turnover 
of 25 per cent. 

On the face of it this seems very high, but we must, 
however, remember that during these abnormal times 
many responsible people have closed their charge accounts 
and prefer to pay cash; also that we are observing a much 
more strict credit policy than heretofore by a closer col- 
lection of accounts and a refusal to add further charges 
to an old account that is habitually slow or a new one 
that does not comply with our terms. We have closed 
many such accounts during the past year and have refused 
to reopen accounts that were previously closed, for as 
you know quite well the status of the average applicant 
has completely changed and this also applies to the old 
customers on our books who were previously held re- 
sponsible for new charge requirements. A new up-to-date 
teport on these people now reveals an entirely different 
picture. I am giving these reasons not in defense of 
our high turnover, but as actual facts which must be 
taken into consideration. 


—Department Store (Calif.). 
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In stating the position of our store in regard to this 
subject, it must be remembered that this store is only nine 
years old and that we started the Credit Department with 
one ledger containing about 300 accounts left over from 
the store which we purchased. Year after year, we went 
after charge business in a big way—soliciting accounts by 
the hundreds until, at the end of 5 years, we had about 
8,500 active accounts on our books and several thousand 
names in the files that had never been used. 

During 1930, 1931 and 1932, we did not solicit any 
accounts except new arrivals in the city and special names 
that might be brought to our attention. Our figures 
show that for our fiscal year period starting February Ist 
and ending January 31st, we opened, approximately, 3,000 
accounts each year. For this fiscal year, of which there 
are two months remaining, we have opened 3,032 new 
accounts. It seems very queer that we would open ap- 
proximately 3,000 accounts every year and after building 
our volume up to 8,500 accounts, that we are still send- 
ing out approximately 8,500 statements a month, and 
some months it even dropped a little lower, to our 30- 
day customers. 

We might explain that we have recently made an 
analysis of our inactive accounts and we find that a large 
number of people who formerly lived here have moved 
away because of unfavorable conditions that have existed. 
We found that thousands of them had lost their positions 
and felt that they had better go on a cash basis. The 
larger number of inactive accounts were the ones that we 
had closed ourselves because we found them slipping. We 
believe, however, that this was the thing to do as we have 
avoided any unusually large losses. 

Therefore, in answer to your question, I would say that 
during the past few years, we have lost annually about 
as many accounts as we have opened and previous to that 
time, we increased our accounts to approximately 8,500 in 


five years. —Department Store (Okla.) 
* * «. * 


After very careful analysis, I find that our “shrinkage” 
is less than 9 per cent. This replies to your inquiry as 
to the percentage of turnover on charge accounts; how 
many are lost and how many new accounts opened during 


the year. —Department Store (Ohio). 
6 «6. 


The Second Question: 


“Who has developed a simplified credit and 
collection for the small store, which will not ab- 
sorb all the owner’s time and yet be efficient and 
in step with modern credit and collection proced- 
wre?” . 


“A File and Signal System 
That Saves Time in Collection Work’’ 


Each issue of The Crepir Wor LD is read with inter- 
est by myself and then passed on to Mr. Bryant, who 
also enjoys it. 

In our store we have been using the following routine 
for collection follow-up for some time and find it helpful, 
but would like to hear from any one who may offer a 
better plan. 

When mailing statements on the first of each month 
all those with past due balances are listed on file cards 
(3 x 5) showing date of purchase and amount due, also 
a notation of whatever “request” has been inclosed—such 
as collection stickers, inserts or letters. These cards are 
placed in a file on the cashier’s desk. 











Between the tenth and fifteenth of the month they are 
checked against the ledger to eliminate those accounts 
which have been paid. Then we follow up with state- 
ments bearing other reminders or with telephone calls, 
using the method we think will be most effective. Nota- 
tion is made on each card of what has been done and of 
any replies received. 

The cards for the customers we call by telephone are 
marked by a certain color file signal. (This color signal 
scheme may be used for many purposes. ) 

About the twenty-fifth of the month our custom is to 
go through this file again for a second follow-up if neces- 
sary, particularly to check up on “promises.” 

To remind the collector we mark the word “‘collec- 
tions”’ on the desk calendar on these dates each month. 

We mail from 600 to .1,000 statements each month- 
end, depending on the season, and average about sixty 
in our follow-up file. We find that this file system saves 
time in collection work over going through the entire 
ledger to locate the accounts that need special attention. 

Our collections are increasing the past few months and 
we hope we have rounded the corner and are on the 
upgrade at last. 

—MAarcarEt SMITH, Credit Manager, Bryant & 
Douglas Stationery Co., Kansas City, Mo. 


* * * a 


“Smali Merchant Must Have Same Efficient 
Procedure as the Larger Merchant”’ 


The merchant in the smaller city or town is more 
intimate with his customers than are those of the larger 
cities. He has an opportunity to get a cross section of 
his potential credit customers who will be an asset to his 
business. 

A Community Credit Policy is more easily attained 
by full cooperation with his fellow-merchants. 

In our city of 10,000 people we have an efficient Credit 
Bureau. Each and every merchant is asked bimonthly to 
meet at a noon luncheon and discuss his problems and 
experience with each and every customer on his books. 
An alphabetical list is supplied at each meeting and turned 
over to our Credit Bureau. By this means we know the 
status of every customer in our community. 

The merchant in towns of smaller size must have the 
same procedure in getting credit information as the larger 
city. He must have an efficient bookkeeping system, have 
his new customers fill out cards for credit information 
and keep them convenient for future use if his applicant 
is worthy of credit. 


His ledgers should be run at least twice monthly and 
all accounts running beyond credit terms either called 
over the phone or advised by mail. He should limit his 
accounts to 30 or 60 days for full payment. He should 
from time to time advise his charge customers (by using 
folders in his monthly statements or other means) that 
his accounts are “strictly 30 or 60 days” and educate 
them thoroughly on this point. 

A merchants finance company can be remunerative 
and productive in the smaller cities. Our local merchants 
organized a company of this kind four years ago. Our 
losses have been nil, our total capital, paid up, is $10,000. 
Hundreds of our customers have pooled their obligations 
with this company and paid off old obligations that other- 
wise would still be delinquent. This company has paid 
our merchants an annual dividend of 12 per cent every 
year since its organization besides collecting accounts that 
we thought were hopeless. 

Educate your credit customer, start him off right, co- 
operate with your credit bureau and other local merchants 
in your community. You can do a volume of business of 
which from 50 to 60 per cent will be from credit customers, 
who will prove to be both loyal and profitable. 

—W. S. Miter, Member of the Firm, H. M. Rus- 


sell & Sons Company, Denton, Tex. 





This Month's Problem for the “Credit Clinic’, 








A Western credit manager—a “Credit Clinic” enthu- 
siast, writes: 

I can’t reconcile myself to the fact that there is no 
such thing as a satisfactory “refusal letter.” I believe 
there is. And that prompted the thought that this 
would make an ideal subject for the “Credit Clinic.” 

The real job of the credit manager is to increase the 
volume of business in his department and it is—in my 
opinion—quite important that no applicant for credit 
be refused in a manner that will incur his ill will. 

Let’s forget the argument that an account should be 
refused in a personal interview. That is granted— 
nobody disputes that fact. But—every credit man- 
ager has to refuse accounts continually that for one 
reason or another it is not possible to handle in any 
other way than through correspondence. 

That is the problem I would like to see solved in a 
manner that would do the job and do it so well the 
applicant’s good will might be retained. And I’m 
putting it up to you! 























For Sale 


Collection Department of 
Retail Merchants Associa- 
tion in Oklahoma town of 
23,000 population. Only 
collection agency here, but 
owner has other business. 
A bargain if taken at once. 
Address Box 24, Credit 
World. 








| Will The Dollars You Collect | 


Be Without Profit? 
NOT IF YOU CAN HELP IT! 


Delay kills profits. “How to Collect Installment Ac- 
counts,” a new book by Samuel W. Guggenheim, will speed 
up your collections. It will help you collect your outstand- 
ing accounts while these dollars are worth more. 

The price of “How To Collect Installment Accounts,” 
$2.00, is insignificant compared with the benefit you will 
derive from the use of these tested ideas and letters that 
have collected thousands of dollars, quickly. 70 pages, Cloth 
Bound. Order now—from— 


NATIONAL RETAIL CREDIT ASSOCIATION 
1218 Olive St. St. Louis, Mo. 
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“Worth Many Times Its Annual Cost-- 


Through Improved Collection Turnover 
and Increased New Business---”- 

















DEPARTMENT STORE 


DAVENPORT, IOWA 


September 6, 1933. 


Daniel J. Hannefin, 
1218 Olive St., 
St. Louis, Missouri, 


Dear Sir: 


The fact that I have been a subscriber to 
your Better Letters Service since its beginning, is 
evidence of the real value I have always placed on 
the service, 


Without this service I feel that I would 
have been losing some of the most valuable material 
for letters used in our collection and direct mail 
solicitations. Also, that it has been a source of 
real education to me and worth a good many times 
its annual cost for the return we have received 
through improved collection turnover and increased 
new business. 


I believe that every credit executive 
should by all means avail himself of the service and 
apply it to his needs as he feels it should be, for 
he is certain to reap real benefits if he uses it 
consistently. 


I am willing to have you use this opinion 


of the service in any article you may wish to in the 
future. 


Sincerely, 





Tt 
DA*JG M. L. Parker Company 


M.L.Parker Company 








A Seven-Year User’s Opinion of the Value of the Better Letters Service 


Dean Ashby was the second sub- 
scriber to the Better Letters Serv- 
ice when it was started in 1927, 
and has been a continuous sub- 
scriber ever since. 


+* * * * * 


You, too, will become a steady 
subscriber if you once use it long 
enough to prove its value. 


* * * * * 


So sure of this are we that we 
are going to make you a special 
trial offer, one that you cannot re- 
sist—one in which you take no 
risk | 

* * aa * . 

“Improved Collection Turn- 
over” can be yours, too, if you will 
follow the plans and suggestions 
outlined regularly in the four-page 
Better Letters Bulletin which you 
will receive every month. 


. * * * * 


To put these plans into prac- 
tice, you are furnished, every three 
months, copy for six retail collec- 
tion letters. Not form letters— 
new letters written for the mem- 
bers of this Association, with an 
understanding of their problems 
and written to fit current condi- 
tions. 

* * * * 

“Increased business” is yours, 
too—if you will use the business- 
building plans contained in this 
Service. Copy for one new-busi- 
ness-building letter and for one let- 
ter to revive inactive accounts will 
be sent you each month. 


ae 7. * . * 


Here’s our special trial offer: 
“Five Letters to Collect Last 
Year’s Delinquent Accounts” and 
a three-months’ subscription for 
$5.00—money back if you're not 
satisfied! 


NATIONAL RETAIL CREDIT ASSOCIATION 


1218 OLIVE STREET 


FEBRUARY, 1934 








SAINT LOUIS, MO. 
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Credit Problems and Credit Policies 


(Continued from page 6.) 
Profit and Loss 


During times like the present it is considered wise to 
charge liberally to bad debts all doubtful Receivables— 
though no let-up is to be allowed in trying to secure 
collection through a persistent and close follow-up. One 
large store in New York City charges to P. & L. all 
known “Skips,” “Fraud” charges, “Bad” bank checks, and 
practically every account that has not made a payment in 
six months. 


Installment Selling 


In this city many of the credit managers urge larger 
down payments and shorter-time contracts: 


Oppose “door-to-doors”’ selling—it does not build store 
prestige and it is always advisable for the Credit Depart- 
ment to “see” the customer and obtain that personal touch 
that so often is very helpful. 


Oppose “door-to-door” selling—it does not build store 
terms which usually work a hardship on the dealer and 
favor only the manufacturer who has no interest in the 
retail collections nor concern in the final losses. REPOS- 
SESSIONS should always be charged back to the Sales 
Department. If there is a profit in this operation the 
Merchandise Department should benefit—if there is a 
loss, it should be considered as part of the price to be 
paid for being in the installment business! The Credit 
Department is not a Merchandise Sales Department and 
should not be charged with the responsibility of merchan- 
dising the Repossession. 


Charge-Account Promotion 


Charge-Account Promotion by the Credit Department 
should among other things cover: 


Solicitation campaigns on inactive accounts. 
Solicitation of paid-up installment accounts. 
Solicitation and customer control sales letters. 
Solicitation of accounts from good cash customers. 
Private sales notices to good charge customers. 
Courtesy notices of sales to good charge customers. 
Special ‘““Men’s Shop” notices to husbands when wives 
open an account. 

Mention of a Retail Credit Code covering a Com- 
munity Credit Policy has not been given particular promi- 
nence because of the uncertainty that such regulation is 
desired. At a recent meeting of the Board of Directors 
of the Associated Retail Credit Men of New York City 
the matter was discussed in great detail and the con- 
sensus of opinion was that it was a good thing to let 
alone at present. 

From some of the proposals that are being considered 
in other cities, I am afraid that many of the restrictions 
might lead to confusion and perhaps damage suits but I 
leave that for general discussion. 

Recovery is here—with us now—and there is going 
to be a greatly increased volume of credit business. The 
attendant problems will be many and varied. One of 
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the very important ones will be the securing of the facts 
or truth about a formerly good customer who became 
involved or submerged during the recent depression. It 
will be necessary to have complete credit information 
and then we should watch very ‘closely those customers 
that we take on our books again until they become thor- 
oughly reestablished. 

The credit department that has efficient records—in- 
stantly available—and modern equipment is going to have 
the advantage over one that is not properly prepared for 
this new volume. 


» - 


San Antonio Adopts Community 
Credit Policy 


The San Antonio, Texas, Retail Merchants Association 
has adopted a Community Credit Policy, which went into 
effect January 1, 1934. All the leading retailers have 
subscribed to seven simple and understandable rules, 
which will eliminate many of the evils of retailing: 


1. Every application for credit, without exception, should 
be cleared through a reliable credit bureau. 

a. Should this check-up reveal an unpaid account, 
which is just and without dispute, and has been 
closed, it is agreed that an additional account should 
not be encouraged until the old debt is paid. 

. An up-to-date check-up shall be obtained on each 
new application. 


. All purchases during one month, except house furnish- 
ings accounts, shall be due and payable by the 10th of 
the month following purchase. An exception may be 
made on large purchases, but only when special ar- 
rangements for payments are made with the credit 
manager. 

a. Terms of payment must be indicated on all state 
ments. 

b. House furnishings accounts are due and payable 
thirty days from date of purchase. 


That no merchant shall advertise or offer generally 
longer credit terms than agreed upon in para 
No. 2 at holidays or any other period of the year. 


. The pooling of’ delinquent accounts should be encour 
aged, when it is found that an individual desires to pay 
his account but is temporarily unable to do so. 
note for the total indebtedness may be made with4 
reputable industrial bank, and the note may bear the 
endorsements of each creditor for the amount of fis 
account only. 


. That all charge “take with” slips must be signed by 
the purchaser. 


. With the exception of remote cases, merchandise must 
be returned for credit within forty-eight hours aftet 
delivery. If this practice is abused, it is agreed 
the names of customers taking undue advantage of 
this privilege shall on request be reported to the br 
reau. After the third complaint against any one 
tomer has been recorded, a letter from the bureal 
shall be written, calling attention to the infraction 
this rule. 


. The indiscriminate solicitation of new accounts #4 
common practice is frowned upon. This does not 
to solicitation of business from accounts after they havt 
been opened. : 


The CREDIT WORLD 














